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Rough Proofs 


Gladys the beautiful reception- 
ist says she sees “America’s Dairy- 
land” on Wisconsin license plates, 
and she thinks their state song, 
“Dairyland, My Dairyland,” is 
pretty, too. 

vv¥eegy 

Hal Chase, ex-Ralston Purina, 
has become an advertising execu- 
tive for Schenley Distillers, thus 
carrying the epic of the grain one 
step further along the line. 

"T ¥ 


The Texas Company has a 10- 
year radio option on the services 
of funnyman Eddie Bracken, from 
whose listeners it must be ex- 
pecting one of the longest laughs 
on record, 

2 + 

Lyn Brown is leaving the re- 
search business to become presi- 
dent of Knox College, and as soon 
as the co-eds get a good look at 
his picture, enrollments should hit 
a new high. 

vv¥sy 

One of the most popular activi- 
ties among metropolitan newspa- 
pers at present is conducting 
studies of consumer buying habits, 
another idea which is helping to 
make Milwaukee famous. 

vvy 

“Who played third base with 
Tinker, Evers and Chance?” asks 
WFBR, and if a Cub fan fails to 
tell you it’s only because Harry 
Steinfeldt wasn’t in on _ those 
widely advertised double plays. 

vvy 

Gotham Radio Productions will 
build package shows exclusively 
for advertising agencies, and they 
“will be accompanied by itemized, 
audit-proof budgets.” 

Proof against whose audit—the 
client’s? 

Fv 

Collier’s, the ad says, has been 
first in aviation ever since the days 
of Kitty Hawk. 

Has Tom Beck been flying that 
long? 

7, v F 

“The typical woman in her 
twenties, her years of decision,” 
suggests Fawcett Women’s Group, 
“is married.” 

If she hasn’t made that decision, 
it probably wasn’t her fault. 

YT ¥ ¥ 

Personal Romances is offering 
$250 for a ten-word slogan, which 
comes out at $25 a word. All right, 
how’s this: “How first person sin- 
gular may quickly become first 
person plural.” 

vvy 

“Protect your right to get rich,” 
is the theme of a Milwaukee out- 
door advertising campaign, the 
sponsors of which must be pretty 
optimistic regarding the future of 
the income tax. 


vvy 
“Somewhere there’s an artist 
tired of ulcer-stimulating traffic 
and pressure in the big city,” 
hopefully advertises a midwestern 
agency. 
Is_ traffic what causes 
things? 


those 


i —_ rd 


The vacationer who has spent 
some time in a summer cottage re- 
turns with a new respect for build- 
ers who know how to construct 
chimneys for open fireplaces that 
draw. . 

Copy Cus. 


- our 1955 MODEL... maybe! 


™ Lyypfyf 


The pen with the 
radiumed point 


OAL¥ *YQG99 


{NQT INTLADING TAX} 


FABULOUS—is the word for the 1955 
Inkograph Rocket. This is the fictional 
model with which the company ribbed 
ball-point pen claims. L. E. McGivena & 
Co. is the agency. (Story on Page 59.) 


Schools Welcome 
Business Material, 
Survey Discloses 


NEw YorK—Teachers welcome 
business-sponsored material suit- 
able for use in science classes, the 
National Better Business Bureau 
declared last week, revealing a 
report by the National Science 
Teachers Association. So long as 
business offers the schools educa- 
tional materials and not scantily- 
masked advertising, the bureau 


says, it can expect constructive 
cooperation. 

The report, starchily entitled 
“Specifications for Commercial 


Supplementary Teaching Materials 
for Science,” was prepared by the 
teachers’ association for the con- 
sumer education study of the Na- 
tional Association of Secondary 
School Principals, Washington. 

In 62 pages, the report tells 

(Continued on Page 83) 


Up to Date Market 


-Data. See Information 
for Advertisers, Page 12. 
Other features: 
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Advertisers Need 
Fear No Kickback 
from Ruptured Duck 


Hoke Says Mickelson 
Copyright Bars Use 
of Only One Design 


NEw YorK—The Case of the 
Ruptured Duck seems to~* be 
settled, with indications that the 
many advertisers who have used 
reproductions of the veterans’ dis- 
charge symbol need have nothing 
to worry about the copyright of 
one Larry Mickelson, a Portland 
printer who copyrighted the de- 
vice. 

In February, Mr. Mickelson told 
ADVERTISING AGE that “We now 
own this copyright. We intend to 
restrict the use of this design on 
copy where its use will have a 
definite advertising value from a 
commercial standpoint.” 

The copyright, it subsequently 
developed, had been filed April 9, 
1943, the day when the Advertis- 
ing Council was discussing a cam- 
paign using the emblem. The War 
Department did a little prelimi- 
nary checking on the case, but 
shied away from definite com- 
mitment. The department finally 
issued a statement that the device 
is the same as a design for a badge 
developed in 1925, but passed no 
opinion as to whether it was now 
in the public domain (AA, April 
29). 


Owned by Government 


Last week, Henry Hoke, pub- 
lisher of the Reporter of Direct 
Mail Advertising, announced that 
he had been assured by Senior 
Attorney L. C. Smith of the copy- 
right office, Library of Congress, 
that (1) the emblem is the prop- 
erty of the government, and that 

(Continued on Page 82) 


Brand-New hind |; 
of Deodorant! =. 


Nat a Cream! Not a Liquid! 


~-SNO-MIST 


 BPRAYR ONE RIATS BE 
MAS EXPLUSIFE 
RULR-TAP ATOMITERS 
; 


< eccmcaneenseen, 


A ne a ee 


At Drug Counters be: 


6 OEE See 


SPRAYS ON—This copy is part of the 
newspaper schedule running in 7 cities 
for Phillips & Benjamin Co.'s new de- 
odorant, Sno-Mist. Compton Adver- 
tising, New York, handles the account. 


Holland Bulbs 
Sprout in Color 
Magazine Drive 


New YorK—An old advertiser, 
under a new name, returned to 
magazines last week when the 
Associated Bulb Growers of Hol- 
land launched four-color full-page 
copy for tulip bulbs in American 
and Canadian publications. 

On the association’s schedule in 
the United States are American 
Magazine, American Home, Better 
Homes & Gardens, Collier’s, 

(Continued on Page 82) 


Last Minute News Flashes 


Non-Fiction Book Club Launches Drive 


New YorK—Non-Fiction Book 
initial copy “What! 


Another Book Club?”, 


Club, Inc., which headlines its 


will spend $50,000 in the 


next few months in Atlantic Monthly, Harper’s Magazine, The Nation, 
New Republic, The New Yorker, Saturday Review of Literature and 
book and magazine supplements in 25 newspapers on its first mem- 
bership campaign, through Sussman & Sugar, New York. The copy 
appeals to people who “read for information as well as pleasure.” 


Schedules Magazines for Louis Philippe Ads 


NEw YorK—Affiliated Products, 


Inc., division of American Home 


Products, will use full pages in Charm, Glamour, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Mademoiselle, McCalls, Movie Story, 
Motion Picture, Modern Screen, Photoplay, Screen Romances, Seven- 
teen, True Story and Vogue to promote House of Louis Philipe French 


Accent cosmetics. 


Doherty, Clifford & Shenfield is the agency. 


RCA-Victor, Majestic Boost Record Prices 
New YorK—RCA-Victor and Majestic Records, bowing to sharply 
increased labor and materials costs, have announced a retail price in- 


crease from 50 cents to 60 cents for their 10-inch records. 


The price 


changes are the first in the industry since several years before the 


war. 


The Victor increase was effective Sept. 1, Majestic’s Sept. 5. 


Columbia announced that “though our manufacturing costs have 
risen substantially,” no similar price increase is contemplated “until 


further notice.” 


Carstairs Steps Up Promotion in Dailies 

New YorK—Carstairs Bros. Distilling Company will begin a cam- 
paign for White Seal whisky using up to 450 lines in 100 newspapers |nouncements to dealers without 
on the eastern seaboard. The company is increasing the size of its 
insertions for Carstairs Est. 1788 in tabloid-size newspapers from 450 | sent the largest in the company’s 
to 600 lines, and continuing 1,260-line copy in large metropolitan | history. 


dailies. 


Lennen & Mitchell is the agency. 


(Additional News Flashes on Page 83) 


Advertisers Favor 
Atom Bomb Issue 


of ‘New Yorker’ 


12-Hour Sellout 
Helped by Radio, 


Newspaper Praise: 


By L. M. HUGHES 


NEw YorK — On Wednesday, 
Aug. 28, Raymond B. Bowen, ad- 
vertising director of The New 
Yorker, wrote advertisers and 
agencies that “When you open 
your copy of The New Yorker this 
week, you will find that, with the 
exception of ‘Goings on About 
Town’ (the calendar pages), the 
entire editorial content consists of 
a single article.” 

“So momentous is its subject,” 
Mr. Bowen said, “that we have 
felt impelled to depart, for once, 
from the usual content of the 
magazine, and by devoting an is- 
sue to presenting the article in 
full, obtain for it more thoughtful 
consideration. 

“Tt is because of our great re- 
spect for the intelligence of the 
readers of The New Yorker that 
we feel we can do this.” 


No Advance Notice 


The advertisers received this 
letter, at the earliest, on Thursday, 
Aug. 29, when the Aug. 31 single- 
article issue already was on the 
stands. It was much too late for 
any of them to cancel or change 
copy. 

Throughout its 21 years, The 
New Yorker has encouraged 
sprightliness and humor in its ad- 
vertising pages, to jibe with its 
editorial material. The makers of 
Yardley cosmetics, Willys motor 
cars, Kayser gloves and other ad- 
vertisers in that issue found their 
efforts quite at variance with John 
Hersey’s grim, 30,000-word report 
on what happened to the people 
of Hiroshima when an atom bomb 
fell on them. 

To any advertisers who pro- 
tested, the magazine offered re- 
funds. By Sept. 3 only one adver- 
tiser had protested, but he 
wouldn’t take the refund. 

The New Yorker has tried to be 


Adler to Promote 
Non-Shrink Socks 


CINCINNATI— The Adler Com- 
pany, maker of casual and sports- 
wear, opened its fall campaign 
Sept. 6 for non-shrinking virgin- 
wool socks. The campaign, run- 
ning through Dec. 6, follows a suc- 
cessful test in the Chicago Tribune 
and Esquire. 

Ads are scheduled to run in five 
dailies, the Chicago Tribune, Cin- 
cinnati Times-Star, Detroit News, 
Milwaukee Journal and St. Louis 
Post-Dispatch. Color copy will also 
run in This Week, and ads also 
will be used in Apparel Arts. 
Esquire and Men’s Wear. Adler is 
offering tie-in mats and radio an- 


charge. The campaign will repre- 


Ruthrauff & Ryan, Chicago, is 


the agency. 
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more than sprightly and penetrat- 
ing. It has tried to be independ- 
ent—with a purpose. Among 
other things, it has worked for 


world peace and for a world fed-| 


eration of nations. As five New 
Yorker executives emphasized in a 
joint interview with AA, they be- 
lieved that the publication of the 
whole Hersey piece in one issue 
would provide some impact to ac- 
celerate this end. 


Planned Year Ago 


The editors assigned Hersey to 
do the Hiroshima article last Sep- 
tember. The surprise came not 
from the length of the article— 
the magazine has carried some, in 
installments, that were longer— 
but from the decision to run it all 
at once, to the exclusion of every- 
thing else. The advertising staff 
was not informed of this until the 
day before publication. This was 
customary. The salesmen never 
know editorial content until rough 
copies arrive on Tuesday. 

The comments from advertisers 
and agencies that had reached Mr. 
Bowen’s desk by Sept. 3, after the 


ABC to Broadcast 
Hersey Article 


NEw YorK—American Broad- 
casting Company officials were so 
‘impressed with John Hersey’s 
|New Yorker story of the atom- 
| bombing of Hiroshima that they 
‘cleared four half-hour 


} 
| 


|periods starting tonight (Sept. 9) 


over the network. 

The story will not be dramatized, 
but will be read by “name stars” 
in a serial presentation nightly 
through Thursday, Sept. 12, from 
9:30 to 10 p.m., EDT. 

The New Yorker gave the net- 
work permission, without charge, 
to broadcast the article. 


evening | 


for a full reading of the article| The New Yorker to be “more in- 


three-day Labor Day weekend, 
were stimulating. Some advertis- 
ers cited “profound service,” “dar- 
ing technique,” “courageous de- 
parture” of this “magnificent and 
historical piece of reporting.” One 
of the biggest on The New York- 
er’s list said: “I am sure nobody 


will object to the departure from 
your usual material on a matter 
of such importance and interest.” 


Agency Men Like It 


Advertising agents were equally 
enthusiastic. One called it “sheer 
genius.” Another, writing from 
his summer home on Pine Island, 
said, “It’s smart to the point of 
statesmanship.” A _ third found 


telligently liberal than many of 
the so-called liberal magazines.” 

Executives of other magazines 
added their praise. One, with a 
mass-circulation weekly, called the 
issue “terrific and a genuine con- 
tribution to humanity.” 

A well known research special- 
ist, however, was skeptical: “I 
am curious to know whether or 
not the decision on ‘Hiroshima’ 
was pre-tested with any public 
opinion measurement, This is such 
an epochal step to take that I 
assume you must have obtained 
some opinions in advance... Of 
course, you will get a number of 
fan letters, but I doubt if you 
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On a Silver Platter 
--- Reader Influenee! 


@ You buy space in The Indianapolis News . . . naturally . . . because 


cold, logical figures prove it’s the best buy. What the figures don’t show 


is that The News exerts stronger reader influence than any other paper 


in this market. That’s extra; that’s for free. 


There’s no accident about it. For 77 years The News has been the un- 


challenged leader in Indianapolis because it has earned the right to that 


position. Readers believe The News and its advertisers, whose products 


are “preferred buying” in Indianapolis and the 33 surrounding counties. 


Get that extra dividend, the reader influence of The Indianapolis News. 


THE INDIANAPOLIS NEWS 


NEW YORK 17—Dan A. Carroll, 110 E. 42nd St. 
CHICAGO 11— J. E. Lutz, Tribune Tower 
INDIANAPOLIS 6—Jos. F Breeze, Business Mgr. 


—In Daily Circulation 
—In Daily Advertising 


—In the Hearts of Hoosierdom 


THE GREAT HOOSIER DAILY ALONE DOES THE NEWSPAPER JOB 


Advertising Age, September 9, 1946 


will get a true proportion from 
the negative side.” 

In fact this researcher was ac- 
tually gloomy: “... As an avid 
reader of The New Yorker I can’t 
help feeling a rather keen disap- 
pointment... You know, we tired 
business. men need a little lift 
once in a while and when we ex- 
pect to get a lift and find some- 
thing very serious, it really is a 
letdown.” 

But as the researcher was dic- 
tating this, a lot more people were 
trying to buy the “very serious” 
New Yorker than had ever bought 
the humorous one, The magazine’s 
press run is 305,000, of which 
90,000 is the metropolitan edition. 
Of 297,000 paid circulation, 105,- 
000 is newsstand. The newsstand 
part of it is generally sold in four 
to five days.’ In all areas from 
which reports thus far have been 
received, the Aug. 31 issue was 
sold out in 12 hours or less. The 
magazine sells for 15 cents, but 
copies already are being bootlegged 
at $1 each. 


Many Request Copies 


The only extra copies thus far 
printed have been a 5,000 overrun, 
without covers and ads, for the 
Army. These are being given 
away, and as the word gets around 
they’re being snapped up. Al- 
though Mr. Hersey’s article adds 
little to scientific knowledge of 
the processes of nuclear fission, 
|Prof. Albert Einstein requested 
1,000 copies for the Emergency 
|\Committee of Atomic Scientists. 
|The Atomic Energy Commission 
‘is getting some, a high school 
'teacher wanted some copies for 
her pupils, and a representative 
of Japanese newspapers came in 
|to request 100. A G.I. Joe who 
fought at Iwo Jima asked for 25, 
for himself and his buddies. 

The New Yorker people are not 
sure at this writing whether or 
not there will be a rerun. At the 
bottom of Page 47 of the Sept. 7 
issue, however, The New Yorker 
will publish a box addressed to 
newspaper editors. Because of the 
many requests received for per- 
mission to reprint the Hersey ar- 
ticle, it will say, the magazine 
and the author have “decided to 
|make it available to all news- 
papers wishing to reprint it in 
full, the proceeds after taxes to 
go to the American Red Cross. 
Rates and the necessary written 
permission may be obtained” from 
the magazine at 25 W. 43rd St., 
New York City. 


Publicity Is Widespread 


The article and the issue, how- 
ever, already have been liberally 
quoted from and cited. It was 
mentioned on some 20 different 
radio programs in the New York 
metropolitan area within 24 hours, 
and is being picked up by other 
radio programs all over the coun- 
|try. Among others, the New York 
|Herald Tribune, Times, World- 
| Telegram and PM and the Chicago 
Sun wrote editorials on it. The 
Herald-Tribune also carried both 
a news story and book review, and 
the Christian Science Monitor a 
news story. 

Some readers didn’t like the 
issue. 
explained its contents, maybe they 
still expected some amusing car- 
toons of Hiroshima. As a matter 


whimsical New Yorker cover and 
the illustrations in the ads, was 
a line drawing of a certain un- 
identified city on seven rivers. 


has not been announced. 


Tussy Promotes Hinz 

Teresa M. Hinz has been named 
fashion promotion director of 
Tussy cosmetics, made by Lehn & 
Fink Products Corporation, New 
York. She will also continue to 
handle all product development 
as she has done since joining the 
company in 1932. 


Despite a wrapper which | 


of fact, the only illustrations they | 
received, aside from a customarily 


“Hiroshima” will be published | 
later in book form. The publisher | 


Oil Companies 
Again to Sponsor 
Grid Broadcasts 


New YorK—The big sponsors 
of football broadcasts—Atlantic 
Refining Company in the East and 
Tide Water Associated Oil Com- 
pany in the West—will be back 
this fall, along with a newcomer, 
the Army Recruiting Service (AA, 
July 29). 

Plans for an “extensive sched- 
ule” of eastern and southeastern 
game broadcasts under Atlantic 
Refining sponsorship were being 
worked out last week through 
N. W. Ayer & Son, with 89 in- 
dividual stations or _ sectional 
groups of outlets expected to be 
used. It will be the company’s 
llth season of grid broadcasts. 
Outstanding high school and pro 
games will be covered, as well as 
collegiate contests. 

First broadcast on the Atlantic 
Refining schedule is set for Sept. 
28. 


Plans 22 Gamecasts 


Tide Water’s famous “Let’s Get 
Associated” broadcasts of West 
Coast games will be heard Satur- 
days over ABC’s Pacific Coast net- 
work of 17 stations starting Sept. 
28 with the UCLA-Oregon State 
battle. Twenty-two games are on 
the schedule. Buchanan & Co. is 
the agency. 

Army Recruiting, through Ayer, 
will sponsor Army cadet game 
broadcasts over ABC Sept. 21 
through Nov. 9 and 13 “Game of 
the Week” broadcasts over Mutual 
starting Sept. 28 with the Illinois- 
Notre Dame clash. Games will be 
selected from week to week on 
the Mutual schedule. 

CBS and NBC grid broadcasts 
as yet have no sponsors. CBS will 
open its football coverage with 
the West Point-Villanova game 
Sept. 21, thereafter selecting the 
“best game” each week, possibly 
splitting the network some Satur- 
days to air two games regionally. 


Will Air Rose Bowl 


NBC’s schedule opens with the 
Pitt-Illinois game Sept. 21, fol- 
lowed by the Notre Dame-Illinois 
game Sept. 28. Succeeding games 
will be selected from week to 
week, NBC also will air the East- 
West Rose Bowl game next New 
Year’s Day. 


Appoints Brown 


Franklin W. R. Brown, formerly 
with Gould, Brown & Sumney, 
Minneapolis-St. Paul, has been 
appointed contact executive of In- 
ternational Research, Chicago, on 
general and export sales of durable 


| goods. 


@ Please help avoid the 
hoarding or waste of 


AT LEADING PAPER MERCHANTS 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 
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, | Specialists in Coated Papers since 1888 


Photograph shows phantom view of 

arrangement of the various sections 

within INSTITUTIONS CATALOG 
DIRECTORY. 


1. MANUFACTURERS’ CATALOG 
SECTION — Includes up-to-date 
product data of leading manu- 
facturers in field displayed for 
quick reference and simplified 
buying. 


2. CLASSIFIED DIRECTORY SEC- 
TION—Lists products used in all 
types of institutions, together 
with manufacturers of each. 
Cross-indexed for greatest fa- 
cility. 


3. TRADE NAME SECTION—Lists 
trade names of institutional 


PRINTED and BOUND in ONE Volume 
to assist the Institutional Buyers and Specifiers 


products with key to manufac- 
turers. Of great assistance 
where only trade name is known. 


4. REFERENCE DATA SECTION— 
Showing codes, charts and other 
reference information of special 
importance to institutional oper- 
-ators. : 


5.NAME AND ADDRESS SEC- 
TION—Contains complete name 
and address information on thou- 
sands of manufacturers whose 
products are classified in Sec- 
tion 2. 


Where the MANUFACTURER 


eets the BUYER 


OF INSTITUTIONAL PRODUCTS ano SUPPLIES| 


Your product information, displayed in the Manufacturers’ 
Catalog section of the big new INSTITUTIONS CATALOG 
DIRECTORY, will bring you into closer contact with the men 


NTT TDMVUMESH TDA sos Soucr'nsnsaensrgcts, Perchorins Power inte fon bi 


META AYOVAUMUEVMEAIaMIN Catatoc biRecTORY represents your most effective year. 
around meeting place in which to keep your name and prod- 


ucts constantly before the large consumers of all types of 
mass feeding, mass housing products. 


The coverage of INSTITUTIONS 
CATALOG DIRECTORY includes 
the foliowing types of institutions: 


Hotels 

Hospitals 

Schools and Colleges 
Industrial Cafeterias 


It was to meet the long-felt need of these institutional buyers 
that INSTITUTIONS CATALOG DIRECTORY has been intro- 
duced. Widely recognized throughout the field as its "Head- 
quarters for Product Information," the publishers of INSTI- 
TUTIONS Magazine have developed in INSTITUTIONS CATA- 
LOG DIRECTORY the first complete, comprehensive and 


Railway Systems centralized source of buying and specifying data on products PA Ge 

Motels used in all types of institutional operations. NY 
Restaurants Conceived and compiled by an organization with a long and 

Air Lines successful record in catalog and directory preparation .. . 

Office Buildings an organization fully familiar with institutional purchasing 

Clubs practices and methods ... INSTITUTIONS CATALOG DIREC- 


TORY is designed to perform a vital, indispensable service 
among these important buying factors. 


For complete details on INSTITUTIONS CATALOG DIREC- 
TORY and how it can be utilized to best serve your purposes, 
write direct or 


Jobbers, Dealers 
YMCA's and YWCA's 
Steamship Lines 
Public Institutions 


a ee 
CONSULT YOUR | 


- 


hee 


DVERTISING © 
“INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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Hastings Mtg. 
Buys MBS Spot; 
Other Shows Set 


New YorK—Purchase of a) 
weekly evening half hour on the! 
full Mutual network by the Hast-| 


ings Mfg Company, Hastings, 
Mich., manufacturer of piston! 
rings, was among late | 


ments last week in fall program- 
ming by the major radio networks. | 

A show, not yet announced, of 
the mystery drama type will be 
sponsored by Hastings under a 
52-week contract signed through 
Keeling & Co., Indianapolis. The 
program will start Oct. 15 in the 
Tuesday 8-8:30 p.m., EST, period. 

Mutual, meantime, was unable 
to clear time for “Sherlock 
Holmes,” heard on this network 
since 1936, and as a result this 
popular mystery show is being 
moved by its new sponsor, R. B. 
Semler Company (AA, Sept. 2), 
to ABC where it will be heard 
Saturdays at 9:30 p.m., EST, start- 


ing Oct. 12. Semler signed with 
/ABC through Erwin, Wasey & 
| Co. 

The Harvel Watch Company, 
/sponsor of the Cliff Edwards show 
/on ABC, will drop this program 


in favor of a new Johnny Thomp- 


son show starting Sept. 15. Time 
will be Sundays at 1-1:15 p.m., 
EDT. Harvel’s agency is the A. W. 
|Lewin Company. 

Two cigaret-sponsored shows | 
were definitely set for NBC debuts 
during the _ past 
Morris’ Rudy Vallee program, as 
yet unnamed, will begin Sept. 10 
in the Tuesday 8-8:30 p.m. spot. 
Biow is the agency. The Ameri- 
can Cigaret & Cigar Company, for 
Pall Mall, will sponsor a Frank 
Morgan show, “The Fabulous Dr. 
Tweedy,” taking the Wednesday 
10-10:30 p.m. period vacated by 
Kay Kyser’s “Kollege of Musical 
Knowledge,” which has been re- 
duced to 30 minutes. The Pall 
Mall show will start Oct. 2. 
Ruthrauff & Ryan placed the ac- 
count, which goes to Foote, Cone 
& Belding, however, on Sept. 28. 


week. Philip | 


Federal Agencies 
Cut Stories-Use 
Mere 2,000 Pages 


WASHINGTON—With no little 
| straining, top legal minds of a 
multitude of government agencies 
have succeeded in trimming their 
rules and regulations so that they 
/can squeeze into a 2,000-page edi- 
tion of the “Federal Register” 
which is to be published Sept. 11. 
Because of the number of agen- 
cies and the number of things they 
wished to say about themselves, it 
had appeared for a time that it 
would be physically impossible to 
get the material into a single issue 
of the executive department’s 
daily “Public Notice” journal. 
Under terms of the McCarran 
Administrative Procedures Act 
which Congress passed this spring, 
agencies were instructed to pub- 
lish all existing rules, regulations, 
delegations of authority and or- 
ganizational details by Sept. 11. 


When the material first started 
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,to pour in, Government Printing | 
Office protested that it would re- | 
quire 6,000 pages, far beyond the 


capacity of even Uncle Sam’s 
well-equipped shop (AA, Aug. 12). 

Following conferences with the 
Department of Justice, agencies 
decided- to leave out some of the 
details, enabling GPO to keep 
within its 2,000-page capacity. 

Production of the 70,000 copies 
of the ‘“‘Federal Register” for Sept. 
11 will require more than three 
carloads of paper, and constitutes 
the largest issue of a government 
daily, including the “Congressional 
Record.” 

An even more exciting issue is 
promised Dec. 11, when the same 
agencies must release’ revised 
hearings procedures, assuring the 
minimum legal rights required 
under provisions of the adminis- 
trative law reform bill. 


Routine Data Included 


This Wednesday’s issue is de- 
voted largely to routine informa- 
tion listing physical _ structure, 
duties and internal procedures of 


....the B. P. 1. G. family of 
Specialized Export Magazines 
and Buyers Guides— 


ing your most 


Advertising “by invitation" 
paid subscriber audience — offer- 


to a 


effective and eco- 


nomical coverage of the Latin 
American industrial and construc- 
tion fields, the Latin American 
drug trade and the automotive 
trade throughout the world. 


INGENIERIA 
INTERNACIONAL 
INDUSTRIA 


INGENIERIA 
INTERNACIONAL 
CONSTRUCCION 


EL 


AUTOMOVIL 
AMERICANO 


THE AMERICAN 
AUTOMOBILE 


(Overseas Edition) 


EL 
FARMACEUTICO 
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TEST—Philip Morris & Co., 


New York, 
is testing copy in Providence, Spring- 
field and New Haven (AA, Aug. 26) 
with a new theme, "Pasteurized for your 


Better 
Biow Co. is the agency. 


protection —Thermo-vized for 
Taste." 


the regulatory agencies. 

Under the bill, the agencies have 
until Dec. 11 to produce rules as- 
suring fair hearings, court appeals 
and other protection at least 
equal to minimum standards out- 
lined in the Constitution. 

Revised organizational informa- 
tion, and practice and procedure 
rules issued by the FCC for the 
Sept. 11 deadline, for example, are 
generally a codification of existing 
rules, plus routine organizational 
details previously available in 
either the annual report or the 
Congressional directory. 

A more important section key- 
ing FCC’s hearings procedures to 
the standards required by the new 
act will be issued in December. 


Presbrey Joins 


Dailies’ Network 
Oliver M. Presbrey, 
executive with Batten, Barton, 
Durstine & Osborn, New York, on 
the U. S. Steel and Cresta Blanca 
wine accounts, has joined the 


formerly 


Circulates monthly in 
Spanish, to Latin Amer- 
ican Industrial and En- 
gineering, Governmen- 
tal and Importing paid 
subscriber readers. 


(Established 1919). 


Circulates monthly in 
Spanish, to Latin Amer- 
ican Construction and 
Engineering, Govern- 
mental and Importing 
and subscriber readers. 


(Established 1919). 


Circulates monthly in 
Spanish, to Latin Amer- 
ican Automotive Trade 
and Transport Field on 
paid subscription basis. 
(Established 1917). 


Circulates monthly in 
English, to Automotive 
Trade and Transport 
Field in Europe, Asia, 
Africa and Oceania on 
paid subscription basis. 


(Established 1924). 


Circulates monthly in 
Spanish, to Latin Amer- 
ican Drug Trade and 
Health Field on paid 
subscription basis. 
(Established 1925). 


American Newspaper Advertising 
Network, Inc., as midwestern 
manager, at 6 North Michigan 
Ave., Chicago. 

Formerly assistant radio director 
with BBDO, Mr. Presbrey also has 
sold space for The American 
Weekly, Collier’s and the New 
York Times, and spot radio time 
for Edward Petry & Co. 


LATIN AMERICAN 
INDUSTRIAL 
BUYERS GUIDE 


LATIN AMERICAN 


OVERSEAS BUYERS 


OVERSEAS BUYERS 


GUIDE FOR GUIDE FOR 
CONSTRUCTION AUTOMOTIVE AUTOMOTIVE 
BUYERS GUIDE DISTRIBUTORS DISTRIBUTORS 


LATIN AMERICAN 
PHARMACEUTICAL 
BUYERS GUIDE 


Published annually in 
Spanish, circulates to 
key buyers throughout 
Latin American Indus- 
try. 1947 edition closes 
April Ist. (Established 
1935). 


Published annually in 
Spanish, circulates to 
key buyers throughout 
the Latin American 
Construction Field. 
1947 edition closes 
April Ist. (Established 
1935). 


Latin 


Published annually in 
Spanish, circulates to 
American 
credited Automotive 
Wholesalers. 
edition closes March 
Ist. (Established 1934). 


Published annually 
English, circulates 


Ac- 


tive Wholesalers 


1947 


Accredited Automo- 


overseas automotive 
English-reading mar- 


Published annually in 
Spanish, circulates to 
Latin American Impor- 
ters and Key Buyers of 
Pharmaceuticals, Cos- 
metics, Toiletries and 
Allied Products. 1947 


in 
to 


9 1947 edition edition closes April 
closes March Ist. 15+¢h. (Established 
(Established 1934). 1946). 


request. 


MARKET-MEDIA FILES are available on the BPIC Specialized Ex- 
port Magazines. Copies of these files will be gladly sent to you upon 


Business Pus.isHers INTERNATIONAL CoRPORATION 


[Affiliated with McGraw-Hill Publishing Co. and Chilton Co., Inc.] 
330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Branch Offices: 
Los Angeles 


Philadelphia 
Atlanta 


Boston * 


Washington © 


Cleveland 


+ Chicago 
Buenos Aires s 


® Detroit 
Mexico City 


San Francisco 
Rio de Janeiro 


. 

Parker Sponsors ‘Info’ 

Parker Pen Company, Janes- 
ville, Wis., has signed as sponsor 
of “Information Please,” to be 
aired Wednesdays, 10:30-11 p.m., 
EST, on CBS, starting Oct. 2. This 
spot is now occupied by David 
Rose, who is being dropped by 
Nash-Kelvinator Corporation. J. 
Walter Thompson Company, Chi- 
cago, is agency for Parker. The 
pen company will continue to 
sponsor the 8:55-9 p.m. news 
broadcasts, Fridays and Saturdays, 
by Ned Calmer, over CBS 


Has 150,000 Dealers 


Reynolds Pen Company’s new 
Rocket ball pen, retailing at $3.85 
for aluminum models and $6 gold 
filled, will be distributed through 
1,160 jobbers to about 150,000 
dealers, Franklin Lamb, president, 
has announced. MacFarland, Ave- 
yard & Co., Chicago, agency for 
Reynolds, will handle all mer- 
chandising to distributors (AA, 
Sept 2). 


in the 
Central 
West 


- PREFER 
Chicago Hournal 
? of Commerce 
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FIRST 3 MARKETS GROUP 


THE NEW YORK SUNDAY NEWS 
THE CHICAGO SUNDAY TRIBUNE 
THE PHILADELPHIA SUNDAY INQUIRER 


widens its activity with the announcement of the formation of a New Sunday 
Group Combination beginning with the issue of Sunday, October 13, 1946. 


This New Group will be made up of 


@ GRAFIC — The Magazine Section of the Chicago Sunday Tribune. 
@ EVERYBODY’S WEEKLY — T%e Magazine Section of the Philadelphia Sunday Inquirer. 
@ PICTURE-ROTOGRAVURE Section of the New York Sunday News. 


This new combination will be available as a companion group to the present FIRST 3 Markets Group— 
the Picture-Roto Sections of the three Sunday Newspapers. Now you can buy either 
of the following two tabloid combinations: 


ROTOGRAVURE AND COLORGRAVURE PRINTING IN: 


1. The Chicago Sunday Tribune Grafic (Magazine) Section; the Philadelphia Sunday Inquirer Everybody’s Weekly (Maga- 


zine) Section; and the New York Sunday News Picture-Roto Section; or, as has been available— 


2. The combination of all three Picture-Roto Sections—The News Picture-Roto Section; the Tribune Picture-Roto Section; 


and the Inquirer Picture Parade-Roto Section. 


Total Circulation (either combination) now more than 7,000,000 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retagrauure + Calorgraumre 
Picture Sections + Magazine Sections 


THE GROUP 
WITH THE 
SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Kettlewell Quits 
Seeds Over Grove 
Lawsuit Threat 


CuHIcaco — John Kettlewell has 
resigned in a huff as vice-presi- 
dent of Russel M. Seeds Company 
here because of the agency’s 
threatened $160,000 court suit! 
against Grove Laboratories. 

Freeman Keyes, president of 
Seeds, charged two months ago 
that Grove violated a one-year 
contract with the agency by trans- 
ferring the Pazo ointment, Grove’s 
cold tablets and Jitterbug insecti- 
cide account to Duane Jones Com-.| 
pany (AA, July 9). 

Mr. Kettlewell’s resignation, | 
oddly-timed, was accompanied by | 
his announcement that “Mr. Keyes 
and I have never agreed on our | 
respective philosophies of doing 
business. | 

“Having secured the Grove ac- | 
count for the Seeds agency in| 
1940, and served as the account| 
executive for three years (before | 
wartime Navy service), I asked | 
Mr. Keyes to withdraw this threat- | 
ened suit. When he refused, I re- 
signed as I felt the suit was un- 
warranted.” 


Timing Is Interesting 


James Grove Jr., who became) 
president of the pharmaceutical | 
house last spring, on May 12 gave | 
Seeds three months to close the | 
account. Mr. Kettlewell, dis-| 
charged by the Navy as a com-| 
mander early in June, rejoined | 
Seeds June 17. Mr. Keyes two! 
weeks later announced his inten- | 
tion to collect $160,000 from Grove | 
for services already performed in| 
connection with the contract, orig- | 
inally set to expire May 1, 1947. 

Counsel for the agency have in- 
formed AA that no settlement, in 
or out of court, will be reached 
until later this month at the earl- 
iest. 

In his announcement, Mr. Ket- 
tlewell, who in 1944 sued Seeds to 
collect $144,000 in unpaid com- 
missions on the account in ques- 
tion, asserted: 


Sides with Grove 


“The relationship between an) 
advertising agency and any client 
must be one of total faith and 
confidence. The voluntary act of | 
placing an account with any ad- 
vertising agency implies the cli- 
ent’s right to withdraw that ac- | 
count upon 30 or 60 days’ notice. 
Mr. Keyes also claimed the rights 
to ‘Reveille Roundup,’ a network 
show which Grove has sponsored 
for the past five years. I origi- | 
nated this show and sold it to. 
Grove. As sponsor for five years 
it is my opinion that they hold all 
rights.” 

In 1944, while in the Navy, MT. | 
Kettlewell sued the Seeds organ- 
ization for allegedly unpaid com- | 


Meet the people 


who. read the Pulps 


Watch for 
new survey 
on this 

big market 
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missions on the Grove account. | |penditures on a per unit basis of|gan in June, making it the first | 
piven rend was ben i ee | Launderall Co-op be he. Ai gong ape “ ed the | “completely new, major home ap- B 
settlement was reached out o s istributor an y the dealer. liance to reach the market in : 
court. Mr. Kettlewell said there | Aa. Drive Starts A series of 13 mats for news- eum in the postwar era.” ) S 
is “still an unpaid balance of $47,-| Detroit—F. L. Jacobs Company | paper insertions has been pre- : ¢ 

: : ‘ MacManus, John & Adams is 
000 but I am sure this will be|has announced a 25-25-50 coop-|pared, including full-page ads. the agency rel 
settled amicably.” He has not an-/|erative advertising plan for its | Distributors and dealers will time , nat 
nounced his plans. |Launderall automatic home laun-|the ads ‘with the delivery of Ill. 
'dry. Newspapers, radio, outdoor | Launderalls in sufficient quantity | U. S. Shoe Names Butler tisi 
- posters and painted signs will be | to capitalize on the amount of in-| (Charles H. Butler has been ap- - for 
Appoints Leddy used. terest the ads will create,” Mr.) pointed to the newly created posi- rel. 
Samuel Leddy has been ap-| Edward A. Ash, director of the | Ash asserted. _ |tion of merchandising and adver- " 
pointed media director of Small & appliance division, revealed Thurs-| He pointed out that quantity |tising manager of United States to. 
Seiffer, New York agency. day that the plan calls for ex- | production of the Launderall be-|Shoe Corporation, Cincinnati. ley 
Time, talent and 50, watts 
WWL 
broadca 
Devoted to Programs... Reciden 
the roa 
of the People ond the causes that In E 
concern them 

WWL 
through 
by the People llowing them to talk right N 
to fellow-citizens Aersion 
other st 
for the People nd their progress WWL. 
For | 
On “U 
and the 


For Better 
Farming 


WWL spearheads the 
movement to modern- 
ize and diversify farm- 
ing in the Deep South. 
Heading this depart- 
ment at WWL is Gor- 
don Loudon, well known for his work in Federal 
and State agricultural departments and in extension 
work. 


On the air at least 17 times a week, Gordon Loudon 
manages, however, to be on location whenever there’s 
an important event in the farm field. Above—he is 
presenting a purebred Angus bull to a 4-H Club win- 
ner in the WWL Annual Louisiana Herd Improve- 
ment Contest. 


Below—another award in the WWL Louisiana Herd 
Improvement Contest—this one a purebred Jersey 
bull. Upon hearing that a 4-H boy from their own 
community had won this prize bull, public-spirited 
businessmen of Crowley, Louisiana, agreed to finance 


4 ERMAN HALE 


@ 12 Ov isttimth, 
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the purchase of registered Jersey heifers to be 
given 4-H Club members. That’s how farm folks 


news, « 
look to WWL for cooperation and how enthusi- © 
astically they receive WWL Farm Service. leaders. 
Beef and dairy cattle are by no means the only for fol 
subjects of interest in WWL’s Farm Service acti- . we 
0) 


vities. At right, Mr. Loudon presents a Duroc 
boar at the recent Louisiana State Junior Livestock Show. In addition to the Louisi- 
ana Herd Improvement Contest, WWL fosters crop improvement and the better- 
ment of farming generaily. 


WWL is the ONLY 
New Orleans 
Station Using re 

All These Means 

to Merchandise 
Its Programs 

and Build 
Listenership 
Continuously ,.. 


: ‘ ; | DURANTE-MONRE Sar 
FRIDAYS 830 PM. & 
REXALL DRUG STORES @ 
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24-sheet Posters Street Car Dash Signs 
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the road. 


Introducing Notables 


leaders. 


Advertising Age, September 9, 1946 


Baha'i Faith 
Starts Campaign 


CuHiIcaco—Baha’i World Faith, 
religious organization with inter- 
national headquarters in Wilmette, 
Ill., has launched its first adver- 
tising campaign, designed to in- 
form the public about the Baha’i 
religion. 

The campaign will be directed 
to the general public, Horace Hol- 
ley, of the Baha’i public relations 


committee, asserts, through inser- 
tions in Newsweek and World Re- 
port. Journalism and radio pub- 
lications will be used to reach 
newspaper editors and radio com- 
mentators, 


On Informative Basis 


Ads will offer a 32-page booklet, 
“World Order Through World 
Faith.” Mr. Holley said the ads 
will not constitute “a proselyting 
drive, membership campaign or 
fund solicitation.” Copy will, 


rather, “tell those who are inter- 
ested just what the Baha’i faith 
is, means and embraces.” Harry 
Coleman & Co. here will handle 
the account, 

The Baha’i religion, originating 
in Persia during the last century, 
considers religion not only a 
sacred law for personal guidance 
but also the supreme law for so- 
ciety and civilization. Baha’i com- 
munities exist in many countries, 
with some 90 of them located in 
| the U. S. 


‘Newsweek’ Names Mirt 


John A. Mirt, formerly associate 
financial editor of the Chicago 
Daily News, has been appointed 
head of Newsweek’s Chicago news 
bureau. 


Promotes Van 


Karyl Van, a member of Better 
Homes & Gardens’ advertising 
sales staff in the Des Moines office, 
has been assigned to the Detroit 
area, working out of the Chicago 
| office. 


To Save Lives 


WWL climaxed its safety drive by a unique Fourth of July 
broadcast of reports direct from Charity Hospital. 
jaccidents were reported—a dramatic warning to drivers on 
(Fourth of July accidents dropped drastically.) 


For Educational Entertainment 


On “University Time,” WWL listeners hear about literature 
and the arts, natural phenomena, and other subjects—present- 
ed by Loyola University of the South, under the direction of 
r. Alfred J. Bonomo. 


WWL is on the scene of every important 
activity of public interest to bring listeners 


news, or a personal message, from world 


for folks in this territory to turn FIRST 
to WWL for the best in broadcasts. 


JGGEST cnow 1s 104 
i — WWL romcet 


; POST RAISIN 
| BRAN 


Newspaper Advertising 


Naturally, it has become a habit 


All day, 


In Every Worth-while Drive f 


WWAL offers its full facilities to carry appeals to the public 
through speakers and station-produced dramatic shows. 
right New York’s ex-Mayor La Guardia, New Orleans’ Mayor 
Morrison, and Bob Hope broadcast for Famine Relief. 
other station in New Orleans offers facilities comparable with 
WWL. 


At 


f 
No é 


Boy Scouts in WWL studios 


listeners 


the cause of juvenile welfare. 


The WWL PRIMARY DAY- 


TIME listening 


94 counties with 454,500 radio 
homes and retail sales in 1944 
of $927,478,000. 


The WWL PRIMARY NIGHT- 


TIME listening 


Point-of-Sale Displays 


Tomorrow’s Leaders 


WWL presents varied Youth Programs, 


all directed towards better citizenship. 


should contribute to their 


drive. WWL facilities are pledged to 


116 counties with 576,110 
radio homes and retail sales 
in 1944 of $1,189,260,000. 


The Greatest SELLING Power 
in the South’s Greatest City 


50,000 Watts * 


tell why 


area includes 


area includes 


Represented Nationally by The 


Interpreting Industry 
Through its radio series, ‘““New Orleans Reports,” WWL 


gives an inside view of industrial activities. 


Clear Channel e 


Shown here 


is Henry Dupre, program director, interviewing Lewis I. 
Bourgeois, Director of Commerce of the New Orleans 
Dock Board—giving listeners an on-the-scene picture of 
the busy Port of New Orleans. 


Special Needs 


In response to requests 
from small fishing and 
shrimp fleets, WWL 
broadcasts weather news 
direct from the Chief 
Forecaster’s Office of the 
U. S. Weather Bureau at 
New Orleans. ‘These re- 
ports on the winds and 
tides are welcomed by 
fishermen and other folks 
from Florida to Texas. 


NEW ORLEANS 


DEPARTMENT OF LOYOLA UNIVERS! 


CBS Affiliate 
Katz Agency, Inc. 


7 
Columbia's WABC 
Renamed WCBS 


NEw YorK—Effective Nov. 1, 
with an approving nod from FCC, 
WABC, Columbia Broadcasting 
System’s flagship in New York, 
will become WCBS; Columbia’s 
WABC-FM will become WCBS- 
FM, and Columbia’s television sta- 
tion WCBW will become WCBS- 
TV. The call letters WABC and 
|WCBW will be assigned to CBS 
relay stations. 

The switchover involves a deal 
with WCBS, 250-watter in Spring- 
field, Ill., which is an affiliate of 
the American Broadcasting Com- 
pany. WCBS, appropriately 
enough, will become WABC. 

“We feel the change in call let- 
ters will help the listening public 
to identify more readily the sta- 
tions with the CBS network,” said 
Arthur Hull Hayes, WABC’s gen- 
eral manager, 


Plastomic Co. Formed; 
Menkin is President 


Plastomic Products Company 
has been formed, with plant and 
sales facilities at 25-11 30th Ave., 
Astoria, L. I. A. H. Menkin, for- 
merly chief engineer of the chem- 
ical and plastic division of Century 
Lighting, is president. Other .offi- 
cers are: R. J. Taplinger, formerly 
advertising manager of Little, 
Brown & Co. and William Mor- 
row & Co., treasurer; and H. L. 
Edsall, formerly manager of ad- 
vertising and sales promotion of 
the tube department of Radio Cor- 
poration of America, secretary. 

The company plans to manufac- 
ture and distribute a new pack- 
aged line of Plasto-Magic novelty 
items for the hobby, home handi- 
craft and retail toy fields. Late in 
fall campaign will be launched 
in newspapers and magazines. 


June Wholesale Drug 
Sales Up 10°/, Over 1945 


Wholesale drug sales for the 
month of June were 10% more 
than June, 1945, the National 
Wholesale Druggists Association 
reports. For the six months to 
date, sales were 16% over the 
same period last year, as compared 
with 22% for all merchant whole- 
salers. _ 

Regional increases 
were as follows: New England, 
3%; Middle Atlantic, 13%; East 
North Central, 13%; West North 
Central, 13%; South Atlantic, 
12%; East South Central, 7%, and 
West South Central, 13%. 


| 


for June 


AMONG 
TEACHERS’ 
MAGAZINES 


| WITH 
All macazines 


In a recent survey to determine magazine 
reader interest, teachers cast more votes 
for State Teachers Magazines than for 
any other magazine except Life and 
Readers’ Digest. 

Advertising in State Teachers Maga- 
zines is the most direct, most economical 
way to penetrate this two billion dollar 
market of 710,000 teachers and 25 mil- 
lion students. 

For details on this simple way to get 
| nationalcoverage with local appeal, write : 
| State Teachers Magazines, 307 N. Mich- 
| igan Ave., Chicago 1. 


Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


State Teachers 


MAGAZINES | 
710,000 Subscribers 


An association of 42 state teachers magazines 
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Tom Revere Joins 


New York, as vice-president and | 
chairman of the plans board. 


Advertising Age, September 9, 1946 


Retail Sales and Percent Sold in Last Four 


Donahue & Coe Before joining Ted Bates, Mr. 

Tom Revere, vice-president of |Revere was vice-president in| 
Ted Bates, Inc., for the past four|/charge of radio at Benton &| 
years, has joined Donahue & Coe,| Bowles for 11 years. | 


A NIAGARA 
OF FACTS 


Business today needs facts. The Ohio Select List 1946 Consumer Survey 
points the way to quick and profitable sales in the billion-dollar market 
covered by these alert hometown dailies. It's a combination that can't be 
beat: a rich market, a road map 
to sales activity through our 1946 
Consumer Survey and these 49 
on-the-job dailies to carry your 
sales message. Write, wire, phone 
for further information. 


Months of 1944 and 1945 


1945——_—____—_ ———_—__—__—_—- 1 944-—_____—_—_ 
Total Sales Total Sales 
Annual sales Last 4 mos. % in Annual sales _ Last 4 mos. % in 
(Millions): (Millions) last4mos. (Millions) (Millions) last 4 mos. 
Total Retail Sales (est.)......... $74,646 $28,469 38.14 $69,485 $25,875 37.24 
Durable Goods Stores 
Beeeer VONIGIOS: .. ickcccsacsws 2,292 853 37.22 2,062 650 31.52 
Auto Parts & Accessories...... 1,018 405 39.78 850 310 36.47 
pe 2,402 904 37.64 a ip g | 753 34.68 
Farm Implements ............ 497 160 32.19 440 132 30.00 
PRONE, ot ss asada eae aes 1,118 430 38.46 1,010 3i2 36.83 
Furniture & House Furnishings 2,048 803 39.21 1,953 745 38.15 
Household Appliances & Radio 594 265 44.61 502 192 38.25 
GOWEITY BUOPES 255s cccsssscece 1,062 514 48.40 981 456 46.48 
Non Durable Goods 
ADMPSTE! GIG 2. sssdsecseacs 7,631 3,176 41.62 6,870 2,903 42.26 
Men’s Clothing & Furnishings 1,791 830 46.34 1,618 739 45.67 
Women’s Apparel & Accessrs. 3,566 1,411 39.57 3,144 1,321 42.02 
Family & Other Apparel.... 1,085 467 43.04 986 430 43.61 
OS cI re ee ree 1,192 469 39.35 1,072 414 38.62 
Je re ear ae 2,959 1,107 37.41 2,811 1,029 36.61 
Eating & Drinking Places...... 10,138 3,567 35.18 9,351 3,321 35.51 
Oe RO oo os soe wears e andar 19,751 7,209 36.50 18,989 6,686 35.21 
Piling StAviOs 6. cssesssaaas 2,979 1,120 37.26 2,603 892 34.27 
General Mdse. Group*........ 11,621 4,801 41.31 10,854 4,531 41.74 
MOE ae ole sine SRR OSA KE 1,690 663 39.23 1,485 588 39.60 


*Includes Mail Order. 


Source: U. S. Department of Commerce. 


ONE ORDER, ONE CHECK 


DEFINITE FALL UPSWING—ls mirrored in these figures, which the Magazine Advertising Bureau cites to show that the 
four fall months represent a proportionately larger volume than the normal third of a year's business. These retail figures for 
18 classifications in 1944 and 1945 show the trend to, increased sales which starts in September. 


> ¢ 


OHIO SELECT UST MARKer 


OHIO SELECT LIST NEWSPAPERS 
JOHN W. CULLEN CO. ; 
CHICAGO PUBLISHERS' REPRESENTATIVE 


CLEVELAND 


NEW YORK 
COLUMBUS 


Heat Unit Maker 
Starts Promotion 


LOWELL, Mass.—After five 
years spent in research and de- 
velopment, American Heat Cor- 
poration here has moved into its 
own two-story building to begin 
production of Arc-Heat industrial 
burners for use in industrial heat- 
ing. 

With the installation of burners 
in textile plants, building mate- 
rial factories, hospitals, foundries, 


etc., the company will furnish de- 
tailed descriptions and test rec- 
ords to facilitate owner operation. 
Promotional plans include use 
of direct mail and space in busi- 
ness publications. Training and 
individual promotion programs for 
agents, distributors and outside 
contractors were prepared by Edi- 
torial Associates, Inc., Boston. 


A. O. Smith Unit Moves 


The International division of the 
A. O. Smith Corporation, Milwau- 


business, has moved to downtown 
headquarters in the 110 E. Wis- 
consin building. 


Carlson Joins Gittins 

Stewart Carlson, formerly pro- 
duction director of the National 
Dairy Council, Chicago, has joined 
Bert S. Gittins, Milwaukee agency, 
as production manager. 


Promotes Scrivener 

Robert C. Scrivener, Windsor 
district traffic superintendent of 
Bell Telephone Company of Can- 


ada, Montreal, has been appointed 


kee, which handles the export! advertising manager. 


Now available ta KSD's News and Special Events Departments is this new 
"Beechcraft Executive." The recently purchased all-metal plane has two 
450-horsepower engines, a cruising speed of more than 200 miles an hour, 
and seats five passengers in addition to pilot and co-pilot. @ KSD News 
Staff will use the plane for faster "in person” coverage of news stories. 
KSD Special Events Department will use the ship for speedy transportation 
in making on-the-scene wire recordings and remote control broadcasts. 
@ Addition of this new facility is in keeping with KSD's traditional emphasis 
on news coverage which has established KSD as St. Louis' preferred 
station for the NEWS. 


ST. LOUIS @® 550 KC 


Owned and Operated by the 
ST. LOUIS POST-DISPATCH 


National Advertising Representatives _ é | 


FREE & PETERS, INC. . 
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® your dates and the lecturers 


* September 16 * Hays MacFarland, President, MacFarland, Aveyard & Company 


September 30 * Robert B. Barton, Vice-President, Batten, Barton, Durstine & Osborn 


October 7 * Dan Smith, Art Director, Poole Bros. Inc., Chicago 
October 14 * Sidney Wells, Vice-President and Art Director, McCann-Erickson, Chicago 


October 21 * George Heiland, Production Manager, Foote, Cone & Belding, Chicago 
* October 28 * Kay Ratto, Merchandising Counselor, Merchandise Mart 
* November 4 * Kay Rowell, Basement Advertising Manager, Marshall Field & Company 
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November 18 * Nelson J. McMahon, President, O'Neil, Larson and McMahon, Chicago 
November 25 * W. L. Stensgaard, President, W. L. Stensgaard & Associates 
December 2 * Elaine Norden, Campbell-Mithun, Inc., Chicago 
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* December 9 * J. Robert York, Western Service Manager, Bureau of Advertising, A. N. P. A. 
* December 16 * Sam Penfield, Western Advertising Manager, Curtis Publishing Company 


January 6 * A. J. Cusick, Sales Manager, General Outdoor Advertising Company 
January 13 * Carl H. Sundberg, General Promotion Manager, National Transitads 
* January 20 * Paul McCluer, Sales Manager, National Broadcasting Company 


* January 27 * H. H. Simmons, Manager Advertising & Sales Promotion, Crane Company 
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February 3 ° Esther Latzke, Director of Consumer Service, Armour and Company, Chicago 
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February 10 °* Sterling Peacock, Vice-President, N. W. Ayer & Son, Inc., Chicago 
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February 17 * Alex Rogers, Advertising Manager, Libby, McNeil & Libby, Chicago 


Le] 
a 
. 


February 24 °* Lionel Moses, Trade Extension Division, American Weekly, Chicago 


March 3 ° Arthur H. Motley, President, Parade Publication 
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clinics - tours Four specialized clinics on 1 copy 2radic 3 production 
4 salesmanship will follow the lecture series. These are round table discussion groups 
tied to specific jobs in advertising. tOUFS will include inspection of large advertising 


production units, such as a printing plant, an engraving plant, a radio studio, a newspaper. 


eligibility Everyone is eligible. Only a sincere interest in learning more about 
advertising is essential. Beginners as well as oldtimers desiring to brush-up are invited. 


For a booklet on the course either write or phone the office of the Chicago Federated 
Advertising Club, 139 North Clark Street, Chicago 2, Illinois . . . phone Franklin 5365. 


— opportunities that really count! 


* September 23 + W. E. Bennett, National Retail Advertising Manager, Sears, Roebuck & Co. 
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@ 22 opportunities to gain the kind of knowledge 
from top-ranking advertising executives 
that has put them at the top! Don't miss this capsule 


education of practical advertising facts presented 


by some of the ablest and best known practitioners 

of the advertising business . . . 22 lectures in 22 weeks 

. .. sponsored by the Chicago Federated Advertising Club 
and the Women's Advertising Club of Chicago. Here they are! 


1... Your Opportunity in Advertising 
2... The Stuff That Good Ads Are Made Of 
3..Elements of Good Copywriting 


4.. What Layout Means to an Advertisement 


5 .. Illustration Techniques and Their Uses 


6.. Problems of Advertising Production 

7 .. Fashion as a Force in Advertising 

8 .. What Advertising Must Accomplish for the Department Store 
9.. Mail Order Advertising 


10... Point of Purchase Advertising 

11... The Feminine Factor in Advertising 

12..The Place of Newspapers in Advertising 

13... The Place of Magazines in Advertising 

14... Outdoor Advertising and Its Uses 

15... Transit Advertising 

16.. Making Radio Dollars Produce 

17... Problems and Practices of the Industrial Advertiser 
18. . Advertising to the American Palate 

19... The Function of the Advertising Agency 

20 . . Selling the Advertising Program to Sales Force and Trade 
21... Making the Advertising Work for the Trade 

22... Where Do You Fit in the Advertising World? 
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eee—eo chicago federated advertising club 


PRACTICAL ADVERTISING COURSE 


Kimball Hall * Jackson at Wabash 
SEPTEMBER 16 thru MARCH 3 
every monday (except the holidays) 


this announcement of opportunities that count is being run through the courtesy of 


COLLINS, MILLER & HUTCHINGS * photoengravers [ia 
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Sponsors Video Sports 


Ford Motor Company has signed | American Tobacco 


to sponsor six home games of 
Columbia University over CBS’s 


. 
Televisi Stati WCBW, New|! All A t 
Tarevisgn Sisson “woo. Nex Gives All Accoun 
broadcast Sept. 28, starting a i 
p.m. J. Walter Thompso om- | 
pany handles the wa. {0 FC&B Agency 
$3,500,000 Involved 


Grant Promotes Carter 


Frank Carter, account executive 
of Grant Advertising, in Dallas, | 


agency. 

The Benny show will return to 
/its Sunday 8 p. m., EST, spot on 
'NBC Sept. 29, and a Frank Mor- 
/gan show, now a summer replace- 
| ment for Benny, will promote Pall 
Mall regularly on NBC Wednes- 
day night at 10 o’clock, starting 
Oct. 2. These two programs to- 
| gether are expected to add $3,500,- 
/000 annually to FC&B’s billings. 


Advertising Age, September 9, 1946 


on expansion of its magazine pro- |Cigar Co. were too small to be 
gram, currently running in only | listed. 
three publications. | The switch of the R&R part of 
As of the start of the newSpaper | the American Tobacco business to 
series in June, AA was told,'FC&B follows the organization— 
American Tobacco’s advertising mainly with former R&R execu- 
expenditures have been doubled | tives—of the new agency, Sulli- 
from the same period of last year. | van, Stauffer, Colwell & Bayles. 
As one’ executive said: “You'll Among these were William Spire, 
soon be listing us again as a ‘ma-|who was account executive at 
jor advertiser.” The recent ex- R&R on Lucky Strikes and Pall 
pansion has been due, it was/| Malls; Donald D. Stauffer, long 
explained, less to increased com- connected with the Benny show 


has been appointed vice-president | 


and manager of the Hollywood 
office. He joined the agency last 


“The Hit Parade,’ through 
as R&R Loses Shows; - FC&B, continues on CBS Satur- 
day night. 


Budget Is Doubled 


Winding Up Series 
American Tobacco is now com- 


petition, than to larger sales op- 
portunity and better prices. 


both at Young & Rubicam and 
later at R&R, and S. Heagan 
Bayles, active on the Benny pro- 


December after serving 
Army. |the Jack Benny show for Lucky 
| Strike cigarets to Foote, Cone & 
|'Belding after two years’ with 
|Ruthrauff & Ryan, and the ap- 
| pointment of FC&B for Pall Mall 
cigarets of its affiliate, American 
7 Cigaret & Cigar Company—both 
Tr effective Sept. 28—all of Amer- 
HID) ican Tobacco Company advertising 

- |will again be handled by this 


in the| New York—With the return of) 


/pleting in separate sections of the 
country a 10-week, $3,000,000 
newspaper campaign for Lucky 
Strikes. This campaign began in 
early summer at weekly intervals 
in the East, middlewest, far West, 
and in Alaska and Hawaii. Fur- 
ther newspaper plans have not 
been made. 

The company will decide soon 


Ads Total $2,800,000 gram as co-director of R&R’s 
For the calendar year 1945, | radio department with Mr. Stauf- 
American Tobacco was listed in | fer- 
tabulations by the Magazine Ad- 
vertising Bureau as_ spending 
$981,503 in magazines; $29,456 in 
newspapers, and $1,823,549 for 
gross radio time, or a total for 
the three media of $2,834,418. Ex- 
penditures of American Cigaret & 


‘Sport Final’ Revamped 
Sport Final, a 16-page weekly 
Detroit publication devoted to 
sports activities, has been reor- 
ganized, with the formation of a 
new corporation capitalized at 
$100,000 for the purpose of put- 


the airlines are big business — 
keeping them informed is our business 


AMERICAN AIRLINES — EXECUTIVE OFFICE 


merican 
viation 


ting the publication on a national 
basis. Ray W. Pearson, publisher 
and organizer of the newspaper, 
has been elected president and 
chairman of the board and will 
continue as manager. Tod Rock- 
well, sports writer, is editor-in- 
chief. Edna Buhl has been named 
vice-president and advertising di- 
rector and Larry J. Shea, secre- 
tary-treasurer and business man- 
ager. 


To Broadcast Golf Finals 


Gillette Safety Razor Company, 
Boston, through its “Cavalcade of 
Sports” program, will broadcast 
the 46th amateur championship of 
the United States Golf Association 
Sept. 14 from 4:30-5 p.m., EDT, 
over the full facilities of ABC. 


Sponsors Football Games 


Jordan Marsh Company, Boston, 
has signed with Station WHDH, 
Boston, for sponsorship of all 11 
games of the Boston Yankee foot- 
‘ball team. Badger & Browning, 
| Boston, is the agency. 


| MICHIGAN'S 
| UPPER PENINSULA 


“A STATE WITHIN A STATE’ 


Securing distribution and sales is 
simple and easy in Michigan's 
Upper Peninsula. 


For instance on a food item — 4 
Upper Peninsula jobbers can han- 
dle the distribution for 90° of 
this excellent market. 


$930 will pay for a 3,000 line ad- 
vertising schedule in 


THE "BIG 5" GROUP 
| consisting of the 
Escanaba Press 

Iron Mountain News 
Houghton Mining Gazette 
_ Marquette Mining Journal 
| Sault Ste. Marie News 
These papers can sell your product 
in this profitable market at mini- 
mum expense. Let us supply you 


with detailed information. Phone 
or write 


| 


SCHEERER & CO. 
§. New York 17, 


35 E. Wacker Or: - Laagion Ave. 


| Member of the American Association 
of Newspaper Representatives 
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Be Hard Boiled 


Buy on all the facts — and rest easy 


Why + in the seven months right after V-J Day, did 
The United States News stand first in number 
of accounts among hard boiled RAILROAD 
advertisers; first among hard boiled INDUS- 


TRIAL DEVELOPMENT advertisers; first 
among hard boiled MEDIA advertisers? 


Why . + * immediately after V-J Day, did the paid circu- 
lation jump by 50,000? Why did 50,000 more 
men demand The United States News as soon 
as paper restrictions eased up? What type of 
men were these — men smart enough to know 
that with the coming of peace, The United 


States News would be indispensable? 


Here are two records (among comparable non-fiction 


magazines) which point to the ONE magazine where your (250,000 GUARANTEE) 
advertising will be read most thoroughly by America’s Tie Diieoct Route ts 
key management executives and their families. those who O. K. both 
corporate and family buying 
Guaranteed circulation . . . 250,000 te 
Readers e¢et8e¢évd @ well over 1,250,000 Daniel W. Ashley 


=e Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 


Be Realistic. 


Be Hard Boiled. Buy on Facts—and Rest Easy. 


tan eae Eee Be seeker. ake Mat Suet ape ai Saye hie ape Pay, tos Wee 5 ere irae Sart tad Toph Cete Me fate. toe fi ye Ba cs 2 1 4 : ie pit Eee 
roe yaaa nthe Le sie Ra RE Ce Ee oe « ean Fes, Mohlin: a a ae a uae a oF : ae | : ro ee te Bt ales an be °8s eee ae aga a f wd x CALAN Tip ieee eee aries a Tak let 
Pa tS Ee a Rese cir ole tht: ana peas al oki Ro > Wee dk : ais ae og 2 hase eh pean AD ET SS aca : Sa : "Sear pe UE alo ; I 
<a Ro ee a Nth eet wee eee on ‘ vied Pate SB ren ate uc ee ; aa lareye x ; AONE ae ETERS 
a ae ie igs ito gle eee gh aie — 3 aes ae Toft , tnt (c* : a ol ct ‘s “3 ‘ . 
Title pee ss eee . ; ey ‘ si ; 3 ae rs ; 
poo ae 
“ieee 
oe ° Re a 
: : “ ae ee ea < —_ 
‘ 4 Pe wat =. ee =<! —. = ie 
& EY, fe , Ales es : ie eieytans Ss 4 . ate r ae, . ‘ Sao Se a i f (ig MOD ace cee. aaa YRORS 2 + aes mee — ae 
Soe ee Lae ree ‘ : : j Ee etme aaadinics see Me eer oy 2 Sy see e.  PREE AL ) . SES Snes ene ey re a " Pe! 
Serres ee gee iy - : See PERO ye 8 eee Aer ce ee eR i io fs Mee oe eee ete nar es Ree eae Ee 
cman cs, = Ss NT Meee ila 5 gals a(S MRS Snes? tama ree Sit a ee oe ee * aaa os, i lalcenenmermmnremmmerrerreres pT 7 eatpans Sin 2 ee Sa - 
aoe ee “ESE oil. She a ea . ; Ne a se an i Rae ses 2 ae stag et ‘? ane Styl 8, 9) ee ARMOR Ne ee ee mere eto 
“eects ih 5 aa et pp a a ee ee Pe. Se a, Be Fe ise 5 A Seaetear Sp eae ees gee ag et Seas piel ea aa SNP URN SONY oe iia pire = PONT Ae 7 Tse 
eae cee Wine Ee ee ee Ue a ieee Bey ig ty aes a : ences ae ee hoi pict i a eee eae ieee 
ea ie be Het x thake tn late 2 Mca tS aR ei Sra tes a eg Ber tee o ‘ Mie |r Soa at a Ets Wat 2g parvay aie se 2 sig ele ” ih eee OME MESS WORE er TES 
ae FP. HN  aiels ees RS Noo a : ees eral Oe gale her? aa “i ep - aes 4 aon e ash ae he a a ae g cage - a - 7 
ee ae. | CME Te or Sol ar qe tue ue.) ete is * ‘Deere’ Paes salt ty. teary eS ea-4 ae ee me oa eed gt. se oy aN eae ee - “ ERPS LS SE nS ON : 
‘ oe Me Cy okt sf gen caf es weet eee ae tae ne Met aii re Bas eC =i ae gt ae Sar NG om i —_—— es I —__ cm 
ARs type ee ee pte : ; : Palani pic Pre sh ah. ‘ ey aor ae sf Rabe oe Fe New VaR TSAR A teers a mae 
E ee mest = ig “sete hee, ay ahee f “ PR we = ‘8 pe Jt ereertonrennnn ae ee ae scans ag tli 7) bik 
= 2 E ae ee a nll ~ ne Os ee hee eee PED SALMA An RE a : 
ee ie an 3 7 os 7 he Sala ey aes shes . : as TN ELE LO AICS III ate rare et’ | 
Se aaeaamale ; = cae Sees: eo aes pe coi i Oe ee a aa 
¥ 2s, pe at " ale re é oe . . . haem - cit site a aa - oe 
eae ge , iS ey : : : foe Di = WA gs stm -y ROAR. faa EA 
= ‘ : es 2 Ee es Rees, &- 
4 i Eee 2 Piet: CaN am RS apg ty Cee coe es a <n 
“ pene Sie, > a i . 3 te ‘ x Ry aE ‘i een Dare, tare £98 7 ae 
# je oom Bea le La ec ecco he ae ; SNE aaa . Gat idea ae aes : PRR wnrces omncnn a aa 
ice, es: ee y's Th ree Bas RT Ra m4 eee CE or a ee ae Bw ee oO BARE na faite kee mn i z PUR i RE eat a ak NS ON = Te, 
i ee Bie epee Liye : , ee See We | See esate 7 ie Riaaaaee ee Coa : Ri. we ee : Sasha, : Boy o eo eer eR RY VaR WR SIR 
Lee ee. eh sige hua Teme ee aes hae, neem cee en Sag ipieta ad Vga s es Page te PRES ——— 4 i 
er no ee ee Oy er eae ah af eee TS iin ear eka a a oS eee a ataseas PORE WALES SIRS GAT S| 
ae eat) pags: = Pete bl ge Rte aa ee nn eke Pee eee eee a | ania 
ee ea ren rs = : km RMR Su is Sol Se he, Le ee nt Fight gt UNNORTa sett ge 3 
eae ae ies ee; i re ee 
Bee eee ee oo 
Eee ie: ee 2) ees 4 pee pe pc ahs Cs kG Bi es od sche ra he. Re » ¢ m7 J 
et eee a aco oS ia ' , RS . 5 Se Seas - : Meese: i re i 
: 5 3, ; baad a ao: . aT, <j ake gear, DEY ie) ee ele aE ‘ tS 
<p ire Spee at eer \ \ \ Sf \ \ ieee se SS ad ee : eee, egy paw akc Ra : 
ty Fs : \ c see a - Bee Oe pa eS f 
Peri shescts co ee ee N By eee ev ae rte ere a SAS = aah eat Mites eh ee ee ‘ ; 
a eee Be ee Reet ae Gee ~ ee a ee OS SE Gey ee eee ee — . . CE ee a on) hy 
5 ty gy acer S08 airy ose 1S Een NM ARCS ne Se ge ph Ba : ith oP a Ena aaa, b . 
‘ 2 a ay nS a gh ‘Weigh ys ase tee, te: + SS eal se NS Scr SRE Aor) a eM 3 eas . ; 
eee Pheer er RPT CN: TOMAS Ree ty ett ae eres ae Br fos : revs ‘ ee: ile: eS amie ed aes 
i  Megmmimion TAT Ea ey cone R \ ne Pee eed aie | OTe Bie ek Saery ae Sy ee 4 pea at me Bis et ee ae in (Rte : x 
Seo a. he eee om, Te ee apeceet oy Cea: us eee eae cet hehe ekg aig a er ae ae er : Son 
ee sn. te i Ree . ve r . Paper 4 ae Toe a Sof hat kop + Sen ye ome te pres eB SP atti « «ts ; a : a Mi sy 
meme) 3 gee Pe aie ‘ “a ice eae : Aria: PIG Aiea hie Cn a rae A aa aR el ORIN Ss MS 8. ? a a : 
= ii a ee i ante at Se” Gna eer PADLe yee 4 oh oo Na eas et pn : ath oe ae eee gee me Re SAT pete i) :9 eae : 
2 ee ue tee is eee et ae ME To aR ede 2 ena eS eee Pe Sai go a i Ren Bevo tly ge ; ; 
a ie eee a Bt es “f ER Regs) he ere tanya aie > hay eae : ners 2 ae se OMS oS a Ci As a ie ‘ PB ac didn Ss 
= oe a SS ee oe rican F ee ee a es ay Sr nae aie pe, ee eee ee : Cees Bie aa Tt UL: ey ; Wath ier 5 
2 Re Ta es as ieee . a9) pe arty oe “oily Roti oe) aa Be Soi a oi a “Veo oy, al eal , : aN ala ¥ le oh tha Se tegen Yo 
; Ried att cee 5 7 sae eat : SS Stig Sh dea at Sc Btn he ar Brea roy oe a Sa i i 3 4 
Beant SO Oe ce ele te See ee ee \ tiie we | Sate ‘ Bee eng | renee Sin oe laa ; A, eat ig ie 
ica: Ri tO | alee oA ee eee ey : ee (ts eo eee ae Gry rege: PA, ears ee oy ss ee : 
peast “tee we ee agora : Pie Sear hetee l a. eas en ap 5 ote < Lado een eo Yet hee ks Ste Ah ug > ae P 3 ‘ Pein” Bie ae a oe 
soe ert Te pa ee re) oe ae et ds ee dena Yaak ite J seek a hie wt it Rs a foes lat Set a a = ON abe TREES eee me ig 2 Tl a a oe es * 4 fe gat eae e. 
DSME SSE ns OES: CM, Sap MMe RNS Ses oe ale a ae aA A pe ee a? Sa ce oi ae Fer eS é ‘ ied a Peer Ue 
- og x et en ed “a bs Ue ad “ ey eee a 4 — e A 4 z ‘oe * is ‘ 2 oR S i 7 % eink, see ob a * , ¥ 
ye scbagcad <a See re re pied ei ee ee ee ae etna asi aN 5 as A ‘ 
5 al i a eee ae a ple eee C2! oT eee eee aot : : 5 PN en i are ee met SY LR ba <A - i A ¢ 
ise car i me 2 ape ee: he 2 Pe lll eA SS ag a of deer a ee ; fn eeu ee ee Big. Se r i rp ERE % ity z my Tapueedy Lace, 
Bp oes eae f , a te De aie ag a nt a a rae Fees LS Be a An oS eye eo Oe Fe aici ete aera ‘halts a amngttess Nppee* ay re oF eae 
«sR alas me jo hee aes ie. eon ee ee, A icici tal RS Jia aware Fs a hig EMSS OTR N EE ioe. "te ere 15 oh aaa a dese eae eee cS oe s MA : Say Lone yet 
; SSS NTE) area ec gee Sige, NE cag > ane pile PEST Rae re te, ne, RSet. oe Sane Salta kame eee 24 reevepe ake - Paes ice Mae Ge 
; ; ieee 3 Th ae eee ae ine A aa i! ae. oN. Late ‘i EES ge ay ae eee Ss aa (eee oe Rai AONE rc. : 
ae ae ig aed arr a a ers aed a ~ isc ae ps Wares Pe a ee! 2 ae ee Piper as ete oT a. as a ee be coe tng pie ea = x) ae ama Meee Se : ae 
aes. seers Me Sar toe Se Ae sea a aia a : Ae Rae Bt aE. a malas TEs! eee, — mn 2 See ; ae ~ I ogee 
{ ‘Shee Peg ee Oe CURES me eee Pe een siete al SCN ; ee ss 
e e4: sacs = S shies na, sis ” ‘ rs ete an 5 ss, es . 
Ete Spohr ie Gee crinn Wael tes a Boa et eer en Ct ee Sari No he et oa Olea Mires 9 < 2 ‘oe i iyiguthe ie Since Ae ate erate Gero “a wee : Tome Ss ishaee peas 5 
ig is. pe nee 4 i . peas - et ee et) a sees ct rel os a Seg f dN BP ae Pee ene eke een. meee Ce wa SO Rs Oe eet anh) = gee adh a Ra Teri en | see: ame S| ty Tne VO eee Pick ee eagieg ary mines Perees ir (ero Ms hia 
fe ces Wg, ne rr eA a pn rete = Cree errs See peas, Ca za vise pseaa a acter PR eT ON ae A hh ora odie hee Borer, Ota . Fi ae eh Wc sense he} Lae ater (he as Fei ler: NMS cea Fo Be ei Berl Ra ie Ne ea ad 7h pea 
lad Delete ate a ee RT A ea eee bee, Seay Ree a RS eS PR eee om ee Wa eet a ea a eh a Be eg Fey est eapeee ye bea eee era  E  h e ag 
Pe ee ee bal. paca Rt" crea i eR ee ea i jacaa emai Ormeemmere he js ee eS etd eee isl Part i te ah CR A ee 
ea I mm a pel = 2) 0 gai a al \\ Epa wie tinal eet De ot oe aa eo oecapet es CE Nie ain eater EO ais Nir at eee. “AN ee ; Lt ‘ 
eae = i Ae Pag Sey Shee sia ee Bers ess, EN oe eta Y os regs = ee ae po 7 | Sn ha ee a coon : eee a a oe ‘ . : ? - meas be e 
ee te gs ea ie aie Pit clis si i ariel Mice el a baa : peer rinse ic mee A Se aes syne ; 
ee Mei oc ee ee eee ee Spe A ae Gf Coe ee ee a . er Bie ete : : “2 es ee, ce ; ? 
ae lb 88 Ry aE An Sars Toi gd "Deere Ly ee... . i Swe ecrrr et : hes “Se z bat i ne: Bier, SPY Ms oN are ST ers eA cal : 
a Br iN atesto, coe Une ee i cere : “Sa ae ee es ia NN anne | aeapee! so ean Ree 
yi es eee a Fay aR Paar, yy Sid a Nlte ee aieeb rete Sree ok Pee a ly dee 3 ae Se 7 ; ee ns 
¢ , ai til ae 7 Be) Corton op i ale 4 3 ny \ es : es F 
q Pay, a he aeweraeh eae). ; Awe es ; && = 
ah pen}, ‘eee Bt aos Po * icapaane es ies. urns ‘ ic a ie 8 ia _ ae : Pe! - 
Or eee Co ae A ecer Pipi 
ca Te : ; aa ae : j } 
Cae PV a: bur On Oe 1 aE a RES ere a ree LS ‘See ee Se MMO sec > ies ie: ee ic oo cee oe : i gE. Cancer ; Beery 
‘i : = ad 
‘ 
“Toh Soa 
leg a 
ne et 
ages 
| ee ie : 
Ree tnt tel 
Cpe ‘ae 
Deere ie 
7 
ia 
q eRe Fes 
Atos ne 
. Ba ai 
‘Se ae mer 
iguana 
ia es pis 
abe (aad hea 
ere 
aa 
“sha 
apn <a 
aS ae se 
ae Gs a 
pore 
age 
es 
tal Ja a 
Rees 
ee ar 
ai 
= pie 
y (45 
ee ie 
cae be” 
ee rege 
7 ee 
a 3 aa 
meeps 
; a 
ee "Ie 
or 
sate ag ; 
A» Serie! 
; THE sd acai lg 
7 ve Tre.) a 
F Pe, ia ee aac 
I ay as a 
° fy Pek 
, a He ce neg 
ee tates iinet 
j ST ino. Want 
=, bt 
ee. 
f “aaa : 
: “shea ie 
{ So 
\ ao 
“Sa 
ee / By eae 
. S/N ~ ‘ore 
re 
ee 
PA cs au 
sa 
ag 
a 
a 
a e 
ee Siege 
a 
| ee 7 : 
+ Mf > zy ’ i = ee ae ce ee bo 2 . are ie é ; Pie Fo ae : ’ SL. ati fen = are, gh 4 é eA ae on Part 5 a Se et AEG «WES 6, Se Poig, eee dee . Pay oe ee ee 1 OFF AoE ys eee nt oar 


a ake ee 
ae 


12 


Advertisin 


THE NATIONAL NEWSPAPER ): aia? 
Trade Mark Registered 

Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher, S. R. BERNSTEIN; C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents, B. G. REHM, treasurer. 

Member Audit Bureau of :Circulations, Associated Business Papers, 

National Publishers Association, Advertising Federation of America. 


Age 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: George Bider- 
man, John Crichton, Richard K. Doan, 
Frances Jameson. Chicago: Murray E. 
Crain, Emily C. Hall, Robert Murray, Jr., 


Charles B. Cunningham, Jeanne 
Scharnberg 


European Editor, Fernand Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


ADVERTISING 
Advertising Director, Charles B. 
Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 
NewYork:T. K.Worthington, G.A.Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 
Chicago: O. L. Bruns, Western Adver- 
tising Manager, J. F. Johnson, Martin 
E. Tullberg 
San Francisco (4): Simpson-Reilly Ltd.s 
Russ Bidg., Wm. Blair Smith, manager 
Los Angeles (14): Simpson- Reilly Ltd., 


Garfield Bldg., Walter S$. Reilly, man- 
ager 


postage extra. John. H. 


10 cents a copy, $2 a year in the United States. Foreign 
Reardon, circulation director. 


A Duty Oft Neglected | 


Now that autumn has officially 
arrived (despite what the calendar 
may say), it might not be amiss 
for all of us to spend a moment 
reflecting on what we are putting 
into the advertising business, as 
well as what we are getting out 
of it. 

Throughout the land, advertis- 
ing clubs are beginning their sea- 
sons, committees are planning to 
step up their activities, and or- 
ganizational work is moving into 
high gear. And unless we miss 
our guess, most of this work “for 
the good of the order’ will be 
carried on this season, as it has 
always been, by a few trusty 
wheelhorses, while the majority 
of us stand on the sidelines, too 
busy or too unconcerned to put 
even a finger to the wheel. 

It cannot be denied that in a 
field in which organization is so 
rampant as this, the practitioner 
who is not careful can easily find 
himself so involved in a myriad 
of extra-curricular activities as to 
have no time left for his own busi- 
ness. But because outside activi- 
ties can be fatal in too-large doses 
is very poor excuse for refusing 
to partake of them in any quan- 
tity. 

The advertising world owes a 


The Cost of 


Advertising rates are going up. 
So are the prices of all sorts of 
advertising ‘“‘components’”’ — art- 
work, engravings, typography, 
printing paper, talent costs, and 
what not. As a result, there is a 
growing body of discussion in the 
field on the effect of “higher costs” 
on total volume of advertising, on 
breadth of schedules, etc. 

In this issue, for example, there 
is a report of a study made by In- 
dustrial Marketing, sister publica- 
tion to ADVERTISING AGE, review- 
ing advertisers’ thinking on the 
subject as it applies especially to 
the capital goods field. To us, the 
most interesting facet of this study 
is the fact that, on a cost-per- 
thousand basis, business paper ad- 
vertising rates have risen only 
about 8 per cent, in the face of 
production costs which have gone 
up many times this amount. 

We have no figures to prove it, 
but a casual study of changes in 
rates and ‘circulation of consumer 
media lead us to believe that the 
situation is the same, or even bet- 
ter, in this field. In most in- 
stances, despite tremendously in- 
creased costs for printing, paper, 
salaries, etc., rate increases have 


Advertising 


considerable debt of gratitude to| 
those leaders in the business who 
have given, and continue to give, | 
a considerable portion of their. 
time and energies to activities 
which aid the whole business. | 
Without the unselfish assistance 
of those who are willing to labor | 
in organizational vineyards, to | 
serve on committees and commis- | 
sions, and to extend a helping 
hand of knowledge to the neo-| 
phyte, none of the prime benefits | 
of advertising cooperation, from. 
the Audit Bureau of Circulations | 


on downward, would have been) 
possible. 
Tremendous advances 


in the 
science and techniques of armed 
tising and marketing have come | 
from this willingness on the part | 
of individuals to work together for | 
the common good, to share ex-| 
periences, to pool knowledge, and | 
to solve common problems in com- 
mon. | 

Activities of this kind take a| 
lot of time and energy, and the re- 
sults sometimes seem pitifully in- 
significant. They would take less 
time, and develop more significant 
and meaningful results, if more 
people would put their shoulders 
to the wheel when called upon to 
do so. 


not been as large, percentagewise, 
as circulation increases. 

If this is true, it means that the 
cost of advertising, instead of go- 
ing up, is actually continuing to 
go down. And most certainly it 
is going down, in relation to all 
other manufacturing and market- 
ing costs. Advertising opportu- 
nity, therefore, is now a better buy 
than it has ever been before. 

Unlike steel or sugar or cloth- 
ing, however, the “cost of adver- 
tising” is not the same to all buy- 
ers. A publication or a radio sta- 
tion makes an equal number of 
advertising opportunities available 
to all buyers at the same price; 
but the number of advertising op- 
portunities which are actually | 
turned into advertising impres- | 
sions depends upon the skill and | 
the intelligence which the adver-| 
tiser brings to the task. 

The skilful advertiser will get. 
more than his money’s worth out | 
of his advertising, no matter what | 
the dollar cost. By the same) 
token, the unskilled and the inept | 
have always paid more than they | 
should for a service whose value | 
depends in so large a degree upon | 
the use they make of it. | 


“Out ‘Harty ...< 


Cal Dunn, in Ford Times 
I'm your own father, your own flesh and blood!" 


Brief Beef 


From Waukesha Motor Com- 
pany’s “News Bulletin” comes a 
complaint from the advertising 
department, couched in pleasant 
and informative language. 

Noting that there’s something 
about advertising that appeals to 
many people “as an admirable 
way to make a living,” the essay 
notes that the “prevalent idea is 
that any one, after a little thought, 
should be able to write an adver- 
tisement. . . He stays at the finest 
hotels, smokes the best cigars, and 
always travels in a drawing room. 
All he does is wait for an idea to 
strike him, or until he can pick 
up an idea from somebody else’s 
advertisement in a current maga- 
zine. Then, in some hazy fashion, 
this idea is translated into a new 
advertisement that appears in all 
kinds of media and for which said 
advertising man is paid fabulous 
sums of money.” 

T’ain’t so, says the essay, at 
least in the industrial field. 
Quickly running through the cam- 
paign preparations and the actual 
work of the ad-building, the essay 
says: “Finally the advertisement 
appears in the publication. If he’s 
lucky, the advertiser’s space buyer 
has secured for him a preferred 
spot in the magazine or paper and 
the advertisement stands up well 
and will do a good job. If he’s 
unlucky, some circumstance over 
which he has no control may take 
the bloom from his effort — his 
black and white one-page ad may 
be shown in opposition to a mag- 
nificent double page four-color 
spread, costing five times as much 
as his appropriation allows, and 
featuring some _ sensational de- 
velopment by his toughest com- 
petitor.” 


Objection 

Nothing pains a* publisher like 
the notion that he’s being asked 
to donate space to plug another 
medium. Long and bitter were the 
battles waged over the radio page 
of newspapers, and one of the lat- 
est popped up recently, when the 
American Newspaper Publishers 
Association reported that one of 
its members had received a re- 
lease from Dorothea Mahlstedt of 


Benton & Bowles, offering a new 
fashion service, “using our radio 
personalities as models.” 

The publisher mailed back a 
snarling reply which ran in part: 

“And if we give this free pub- 
licity to your ‘radio personalities,’ 
what time will radio stations give 
us, free to promote our news- 
paper? 

‘When replying, it might be in- 
teresting to have you inform us 
whether you, too, are giving your 
time and energy to the dress 
manufacturers without charge, as 
you are asking us to do.” 

Not an important argument, but 
one that shows how sensitive the 
publicity question still is. 


Perfectly Natural 

Most of the Ad-libbers’ associ- 
ates were all in a dither when 
they saw the Saturday Evening 
Post ad reproduced here, with the 


“Dicyclopentadiene!” 


cee PHILLIPS PETROLEUM COMPANY # 


Phillips Petroleum driller indicat- 
ing the brand new gusher and 
shrilly, joyously shouting: “Dicy- 
clopentadiene!” But not our col- 
league from Tulsa. He merely 


looked up wonderingly and in-| 


quired: “What else could a man 


say?” 


Jottings 

We have a release from Ralf M. 
Spangler & Associates, a Los An- 
geles public relations outfit, which 
reports that the growth of Tele- 
film Studios has been “relatively 
phenomenal.” This news strikes 
us as comparatively sensational. . . 


| types, 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2688. Facts You Should Know 
About Utica. 


The Utica Observer - Dispatch 
and Daily Press have issued this 
market study in the form of a 
broadside, which contains, on its 
inside fold, a map of the city’s 
wholesale and retail trade area. 
Photographs and city-by-city list- 
ings show principal manufactur- 
ing plants in the Utica area and 
products manufactured. 


No. 2689. 1946 Consumer Analysis 
of the Philadelphia Market. 


This 144-page study of con- 
sumer buying habits, brand pref- 
erences and dealer distribution of 
‘household commodities has been 
issued by the Philadelphia Eve- 
ining Bulletin. Information about 
home ownership, rental values, 
etc., is included. 


|No. 2690. Rhode Island Market 
| Map. 

A county map of Rhode Island, 
with the Providence Journal- 


| Bulletin’s trade area emphasized, 
and market statistics tabulated, 
opens this brochure issued by the 
newspaper. County - by - county 
market data, including population, 
sales, income, dwelling units, etc. 
—with maps—appear on the fol- 
lowing pages. 
No. 2691. Seven Surveys. 
Business Week has issued this 
folder, which reports the results 
of seven independent surveys 
made to determine the regular 
reading habits of management 
men. The surveys were conducted 
in 1944, 1945 and 1946. 


No. 2670. What Transportation 
Men Want to Know About 
Equipment and Supplies. 

Transportation Supply News has 
issued this bulletin, first of a se- 
ries designed to keep manufac- 
turers and ad agencies posted on 
what transportation men want to 
know about equipment and sup- 
plies. It contains quotes from 
executives in railroads, airlines, 
motor truck and bus lines and 
others, made in personal inter- 
views by a research organization. 


No. 2681. What’s Coming in Fab- 
rics? Planning Your Interior 
Displays. What Selling Aids 
Are Stores Asking For? 

These are new studies issued by 

Home Furnishings, published by 
Haire Publishing Company. The 
first answers questions on de- 
velopments in familiar fabrics as 
well as new ones, and covers 
characteristics, production 
techniques, brand names, produc- 
ers and uses. The second is a 
study of new techniques for store 
display, and the third is a survey 
among dealers on the kind of ad- 
vertising cooperation — dealer 
helps, display material, and sales- 
training programs—expected from 
manufacturers, 


|No. 2684. Multi-Family Dwelling 
Study. 

| Building Reporter & Realty 
| News offers this study of the coun- 
try’s multi-family dwellings and 
the square footage of office space 
in cities of more than 100,000 pop- 
ulation. The study shows these 
92 cities in 34 states contain 
79.64% of all multi-family dwell- 
ings, and indicates each state’s 
percentage of the 92-city total. 
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SCRIPPS-HOWARD 


NEW YORK. ... .; World-Telegram COLUMBUS. ...... Citizen 
CLEVELAND e . Press CINCINNATE . . . «© ws « = Post 
PITTSBURGH oe 6 « MBNTUGKY . 2. 2 © © wo 2 Post 
SAN FRANCISCO. . . . . . News Covington edition, Cincinnati Post 
INDIANAPOLIS . . . . - . Times KNOXVILLE. . . . . News-Sentinel 


“No!” cried the patient. “Don’t tell me that!” 


“Don’t worry,” the doctor said soothingly. “You do 
have this terrible disease, but J] have a miracle-medi- 


That medicine was a toxic drug, a potential killer. 
But that ‘‘patient” was a newspaper reporter! 


poisonous medicine, mumbo-jumbo and bad advice. 
One story after another named other racketeers and 
“nature healers.” 


oh) 


cine to cure it! Just take one teaspoonful every .. . PUBLIC OPINION WAS SHOCKED INTO ACTION. One 


conviction for sale of toxic drugs! One indictment 
for second degree murder! A state-wide campaign for 
legislation to drive out the killers, and to protect 


And that’s how the Memphis Commercial Appeal ex- honest doctors! PUBLIC OPINION had solved a little 
posed a vicious quack, getting rich by peddling _ local problem. That same power . . . 


...Can Stop murder-by-war 


Bic OR LITTLE, a wrong is a wrong... a crime 

is a crime .. . murder is murder! The power of 

Public Opinion that was invoked to convict a local killer, 
can be used to halt war— most ruthless 


killer of all. 


Only enlightened and vigilant Public Opinion 
can prevent another war. Without the support of 
Public Opinion, neither the United Nations nor 
our own military might can save us from this 
recurring scourge of mass murder. 


America’s press sounds the alarm! 


Day after day, your newspaper unearths the 
seeds of war, and names the plotters, the connivers, 
the peddlers of propaganda who are planting those seeds, 
Time after time, your newspaper exposes the enemies, 
within and without, who would set class against class, 
then nation against nation. 


Read America’s daily press thinkingly. It will 
help you—and millions of other straight 
thinking Americans—to use wisely and effectively 
the great power that is yours—the power 


of Public Opinion. 


“Give Light and the People Will Find Their Own Way” 
NEWSPAPERS 


— oa 2 oe Rocky Mt. News Gveweeee ttt tll ft 
BIRMINGHAM. ..... . Post | o 0 « ean 
MEMPHIS . . . . Commercial Appeal OGme Wane. 2 sw we a es Press 
MEMPHIS . . . . . .Press-Scimitor ALBUQUERQUE + «+ « « Tribune 


WASHINGTON . “es © # @ @ News ELPASO. ... + « « HeraldPos 
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Alert, Modern Editorial 


OO 


Of The World’s Most 


Sparked by a new technique in alert, modern | ed 


biggest-name writers and artists — SPORTS | AF 
sportsmen acceptance. With a guaranteed circu- | lat 
No. | Sportsmen’s Magazine, with the lowest | co 


*Effective March Issue 1947 UYS the best 
TO SELL SPORTSMEN, USE THE WORLD’S 
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Selective Buyers’ 
Strikes Urged as 
Consumer Strategy 


WASHINGTON—Dubious about the 
future of the price line under the 
new price control act, leaders of 
consumer movements here are 


quietly circulating a plan for or- 
ganization of “selective” buyers’ 
strikes against commodities that 
are particularly high priced. 

Composed of individuals experi- 
enced in organizing consumer 
pressure, the group is currently 
polling local consumer organiza- 
tions to stir up existing national 
organizations, and to determine 
whether a special central council 
is needed to point out the “target 
commodities.” 

“It has not been possible during 


the summer and at such short no- 
tice to get action by national or- 
ganizations” the group points out. 
“We hope that local organizations 
which have national connections 
will urge their national organiza- 
tions to support this or similar 
actions.” 


Old Familiar Faces 
Among the prominent consumer 
movement leaders in the group is 


Donald Montgomery, consumer re- 
search director for the CIO. Other 
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members of the group are from 
the ranks of the Union for Demo- 
cratic Action, the American Veter- 
ans Committee, the League of 
Women Voters, and other groups 
that have defended OPA. 
Leaders of the movement are 
proceeding on the assumption that 
it would be impractical to attempt 
a general buyers’ holiday in pro- 
test of higher prices. Instead they 
are building a well organized 
group of local “Buyers’ Strike 
Committees”? which can focus con- 
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sumer resistance at dramatic or 
vulnerable points. 

In its initial circular, mailed to 
consumer groups throughout the 
country, the committee mentioned 
such “target commodities” as cot- 
ton dresses, women’s handbags, 
cotton pajamas and men’s neck- 
ties, felt hats and topcoats. 


Will Do Without 


For example, it contended that 
cotton pajamas “are scandalously 
high in price,” for “‘the price index 
is up 2% times the prewar price, 
and almost any salesman will ad- 
mit that a $1.50 prewar garment 
will cost $4.50 if you can find 
one.” 

Profits of cotton mills are run- 


ning at least 10 times their pre- 
war earnings, the committee 
argues. “Soldiers and sailors got 
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Central Zone Press, Inc. 

The Composing Room, Inc. 


Diamant Typographic Service, Inc 


A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Franklin Typographers 

Frost Brothers, Inc. 

Graphic Arts Typographers, Inc. 
Huxley House 


King Typographic Service Corp. 


Master Typo Company 
Morrell & McDermott, Inc. 
George Mullen, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson 
Typography, Inc. 
Kurt H. Volk, Inc. 


OKLAHOMA CITY, OKLA. 


The Best Type Shop 


PHILADELPHIA, PA. 


Walter T. Armstrong, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 


Paul O. Giesey, Advertising 
Typographer 


ST. LOUIS, MO. 


Brendel Typographic Service 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
Frank McCaffrey’s Acme Press 
of Seattle 


MONTREAL, CANADA 
Fred F. Esler, Ltd. 


NCE upon a time there was 
‘@) an ad man who knew all 
the answers. He had solved the 
problem of low-cost typography 
by prowling the highways and 
byways for printers who would 
give hima new low inestimating 
a job. When he unearthed one 
of these bargain bids, he acted 
as if he had hit the jackpot in 
the two-bit machine. 


If anyone mentioned Adver- 
tising Typographers Association 
of America service to him, he 
foamed at the mouth. “Those 
burglars—those highbinders!” 
he would rave. He was that way. 


Finally one day at lunch, a 
friendly competitor told him off. 
“T’m fed up with your blasts at 
the ATA and your alleged wis- 
dom in typographical matters,” 
he said sternly. 


“You couldn’t play poker 
with us the other evening be- 
cause you were at your new 
printer’s. He wasn’t able to get 
that spread right. You and your 
production man worked all 
night. Is that charged in? You 
almost missed the deadline be- 
cause of changes and delays. 
How many kinds of type did 
you have to specify before you 
found what he could furnish? 
Even pulled the old alibi that 
the cuts and layout didn’t 
match, didn’t he? Bill, we’ve 
been checking on you, and 


your brags just don’t add up. 


“For example, take your ac- 
count A and our account K. 
They’re comparable in typo- 
graphical demands. Ours is set 
by an ATA member, while half 
a dozen cheap-Johns have been 
fooling with yours. I'll waive 
the fact that K is probably 
somewhat bigger than A, and 
bet you a hat that K’s typeset- 
ting bill for the past year is less 
than A’s.” 

“Tll take that,” snapped the 
shopper-arounder. 

“Very well. Here are the 
figures,” grinned the self-ap- 
pointed Nemesis passing a card 
across the table. The ad man 
under fire gave it a glance, rose 
glumly, picked up his lunch 
check and as he turned away, 
he growled, ‘You can send me 


the bill for that hat.” 


The MORAL: 


An advertising man who is truly wise 
knows that ATA Service—expert, 
fast, accurate and intelligent—not 
only saves him money, but also re- 
lieves him of all his typographical wor- 
ries. Whenever ATA Service comes 
in competition with other typesetting 
agencies, this is demonstrated far be- 
yond any question of a doubt. Call an 
Association member and learn from 
him the many advantages which come 
from using this well-rounded service. 


The Advertising Typographers Association 


OF AMERICA, INCORPORATED 
EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY 


ALBERT ABRAHAMS, Executive Secretary 


along without cotton pajamas. 
|Civilians can too.” 

| The price control act which 
finally passed “leaves a large part 
of the fight against inflation in the 
hands of the consumer,” the group 
explained. 

“Because of the amount of de- 
control that had taken place be- 
fore June 30 and the many items 
decontrolled since that date, or al- 
lowed a rise in price, inflation is 
inevitable unless the public shows 
its power to restrict buying on 
items which increase the cost of 
living. ... 

“Much can be accomplished to 
set a pattern for restricted and 
selective buying if we act prompt- 
ly. We believe that a systema- 
tic plan, to be carried out in the 
coming months, is necessary to 
effective action.” 


Will Issue Reports 


Meanwhile the CIO promised to 
issue in the next few months a 
series of “Reports to the People” 
on wages and prices, profits and 
productivity, savings and taxes 
and related subjects. 

The decision came from a meet- 
ing of the CIO Wage Research 
Committee, composed of repre- 
sentatives from the CIO Research 
& Education Department, the re- 
search departments of five of 
CIO’s largest unions and the CIO 
legal department. 

Purpose of the campaign, ac- 
cording to Research & Education 
Director Kermit Eby, is “to gather 
and present facts dealing with the 
real causes of the present inflation 
and the plight of the common 
people.” 


Sponsor Video Show 

| United States Rubber Company, 
|New York, in cooperation with 
Encyclopaedia Britannica, is spon- 
|/soring a new series of television 
|programs entitled “Serving 
| Through Science.” The programs 
|which started Aug. 27, will be 
televised each Tuesday night at 
9 p.m., EDT, for the next six 
'weeks over DuMont’s WABD, 
New York, over WPTZ, Philadel- 
| phia, and W38XWT, Washington. 


‘Walker Promotes Stapp 


| Darwin L. Stapp, southeastern 
|divisional manager of Hiram 


| Walker, Inc., has been appointed 
|a vice-president, with headquar- 
|ters in New York. He will also 
|supervise Hiram Walker Distribu- 
tors, Inc., New York. 

| 


RACINE jy 


E 126 music groups 
VRE 


The JOURNAL-TIMES. 


RACINE, WISCONSIN 
THE ALLEN KLAPP CO. © REPRESENTATIVES 
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ROBERT B. SHAW, DIRECTOR OF THE NEW YORK MUSEUM OF SCIENCE 
AND INDUSTRY PRESENTS CERTIFICATE OF MERIT TO LAURENCE, INC. 


Modern developments and skilled techniques resulting in improved reproduction of 
color subjects has earned for Laurence, Inc. the coveted award of the New York Museum 
of Science and Industry.We are proud of this recognition of merit and will constantly 
strive to uphold its purpose through careful supervision of detail and improved service. 


ee 


The quality of 

a product is 
reflected in fine 
color reproduction 
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“PHOTO ENGRAVERS 
, QUALITY 


EDUCATIONAL EXHIBIT ILLUSTRATING THE STEPS INVOLVED IN MAKING 4-COLOR PLATES 1S NOW ON DISPLAY AT ROCKEFELLER CENTES ae 
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Lewyt Announces 


|ucts you have in your home were 
produced in part by Lewyt.” The 
| Brooklyn company promises that 
“in each and every case, the name 


New Radio Line 
2 Lewyt will b t only on truly 
in Newspapers rea siiuasa with ec, Heid 


New York — The 56-year-old | tion focused on “engineering qual- 
contract manufacturer, Lewyt Cor- ity,” with the “gadgets and trim- 


poration, which earlier this year | mings, the frills and the furbe-| 


announced plans to market a com-| lows,’ passed up in order to pro- 
plete line of home radios and elec- vide “the finest instrument at the 
tric phonographs under its Own! lowest cost possible.” 

brand name, has scheduled the} The company is now producing 
New York Herald Tribune and | four models, including a _ radio- 
Times through November for|phonograph combination and a 
1,000-line copy promoting its en-| “hat box’ phonograph, and will 
trance into the consumer field. |soon bring out six more models. 

Copy, captioned “Lewyt... the | 

new name in radio,” explains that | area, the company will maintain 
the corporation “is older than the|a direct-to-dealer policy, but last 
radio industry itself,’ and that}month it began appointment of 
“undoubtedly, many of the prod-/| distributors elsewhere. The radio 


In the New York metropolitan | 


and electronic division will direct 
sales in the intermediary price 
quality field, and a national ad- 
vertising and merchandising pro- 
gram will soon be announced. 

Hicks & Geist handles Lewyt 
advertising. 


Drug Magazine to Bow 
Central Pharmaceutical Journal, 
a new magazine for druggists in 
Illinois, Indiana, Kentucky, Mich- 
igan, Pennsylvania and West Vir- 
|ginia, will appear in January. Jo- 
seph J. Shine, owner of a Chicago 
drug store, secretary of Illinois 
'Pharmaceutical Association and 


'editor of its publication, is editor | 


and publisher. Charles R. O’Mal- 
ley, formerly representative of 
| Professional Journals, is business 
manager and publisher. Offices 
are at 221 N. LaSalle St., Chi- 
cago l. 


Advertising Age, September 9, 1946 


New Hardware Magazine|Cqsco Introduces 
to Carry Ads in Sept. 


| Liberty Distributors, Philadei-- New Heating Pads 


phia, national organization of 26 | 
‘hardware wholesale distributors, | C BRIDGEPORT pe a ” —— 
‘launched in July a new monthly | Corporation, with plans to sell 
business paper in “digest” size, } 65% of all heating pads marketed 
titled Your Business, which deals|in the nation this year, has re- 
‘with the problems of hardware | vealed two new types of the pads 
'retailers. The first two issues car- and new advertising plans. 
‘ried no advertising but beginning | The two new pads are the Elec- 
_in September, 30 pages will be de- tric Fomentation model, retailed 
pro ia of hardware 2+ $995, and Casco Sinus and 
Val. G. Jurgell, formerly assist- | — Fee ge at $4.95. The 
ant editor of Hardware Retailer, | ‘itSt is designed for use in treat- 


lis editor. *|ing arthritus, rheumatism, sprains, 
secre |etc.; the second is for relief from 
Bell Joins Chen Yu /sinus pains, migraine, head colds, 


__ |skin disorders and muscular ach- 

Henry A. Bell Jr., formerly with | ing. Casco also makes four other 
Man of Manhattan, Inc., has been | heating pads retailing from $4.95 
appointed sales promotion man- |, 7.85. It will make about 2,- 


| ager of Chen Yu, Inc., Chicago. 250,000 heating pads this year. 


in her 


When a woman shops 

for something by the yard, 
never believe that 

she is merely looking 

for a fabric 


that she’s expressing, because 


She has a picture 
in her mind... 

a picture conceived | 
of many things 
she’s seen and read in | advertising of Chas. Schaefer Cor- 
her favorite women’s magazine 
... and with yards of this 

and yards of that 

she will give that picture life! 


A knowledge | 
of women’s interests 
born of years 
of in-the-home research | 
helps McCall’s editors | 
inspire these mental pictures | 
that move advertising 
into action 
in more than 3,500,000 homes. 


To promote the pads, the com- 
pany is launching a national ad- 
vertising campaign in which the 
wide variety and year-round use 
of the products will be featured. 
In addition, Casco is for the first 
time advertising its heating pads 
as affording relief to women dur- 
ing “difficult nights.” 

Casco has prepared mats for 
newspaper ads, designed two new 
display stands and distributed a 
'variety of other display aid ma- 
terial to retailers. Gray Adver- 
tising Agency, New York, handles 
advertising of Casco heating pads, 
| automobile cigaret lighters and 


| A 
|other auto accessories. 


‘Mexico Gets New 
Electric Equipment Co. 


Industria Electrica de Mexico, 
S. A., has been formed in Mexico 


of a certain quality and color ‘City for the production of elec- 
. it’s really the artist 


‘trical equipment ranging from 


motors and generators to house- 
‘hold appliances. 

| The company has signed a long 
| term license agreement with West- 
‘inghouse Electric Company pro- 
| viding for all technical phases of 
| modern plant layout, operation 
|/and product design according to 
American methods and standards. 
| Limited production is expected to 
| begin by the end of 1946. 


soul 


Bendix Uses Posters 


| Bendix Home Appliances, South 
| Bend, will launch an outdoor ad- 
vertising program in September 
which will continue through De- 
cember. Posters will appear in 
every state and will carry deal- 
ers’ names. 


‘Names Tracy, Kent 


Tracy, Kent & Co., New York, 
| has been appointed to handle the 


|poration, Brooklyn, brewer of 


Dorquest beer. 


BE RIGHT! 
When You Speak 


When You Write 


with these books by .. 
JOHN BAKER OPDYCKE 
os % oO a 


SAY WHAT YOU MEAN 


Everyman’s guide to correct dic- 
tion and grammar. “A 700-page 
searchlight into error.’’ — The 
$3.75 


Philadelphia Record 


GET IT RIGHT ! 


An all-embracing treasury of cor- 

rect English usage. ‘‘No, you can- 

not borrow it!’"—Detroit Times 
692 pages. $3,75 


TAKE A LETTER, PLEASE 


A key-manual that will help you 
get personality, conviction, and 
sparkle into your letters. “‘Covers 
the entire subject with amazing 
exhaustiveness.”"—The New York 
Times 489 pages. $2.75 


DON’T SAY IT 


A 20,000-term handbook on spell- 
ing, pronunciation, usage, and 
meaning. ‘An invaluable ency- 
clopedia of everyday speech.” 
—Newsweek 850 pages. $3.75 


‘FUNK & WAGNALLS CO., W. Y. 10 
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is it long reading life ? 


Mail orders, telephone calls and personal inquiries start immediately after an advertisement appears 

in The New York Times Magazine . . . and are extended, in magazine pattern, 

over weeks and months. That’s long reading life. 

So if this is what you are after, include The New York Times Magazine on your next magazine advertising list. 


Advertisements live a long time in The New York Times Magazine. 


The New York Times Magazine 
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Haeger Account . Monk | 


Howard H. Monk & Associates, | Pre-selling Drive “ogica Carperate. 


Rockford, Ill., has been ap 

to handle the adv ertising of eeener | 
Potteries, Inc., Dundee, Il., maker | 
of Royal Haeger and regular 
Haeger art pottery and Haeger 
lamps. Promotional plans, which 
will be centered around the com- | 
pany’s 75th anniversary, will in- | 
clude copy in consumer magazines 
and business papers. 


‘electronics 
'spent about $10,000,000 during the 


Dougherty to F&S&R | 
Fuller & Smith & Ross, Cleve- | 


land, has been appointed to handle 
the radio advertising of Dougherty 
Lumber Company, Cleveland. The 
campaign started Aug. 20 with a 
news’ broadcast’ over 
WTAM, Cleveland. 


Station | 


COLOR PLATES 


depicting on any subject of an edu- 
cational nature, wanted on cash or 
royalty basis for publishers of refer- 
ence books. 


Box 6563, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ey made recently by the Psycho- 
Before the 
| war, the survey showed, General 


‘Electric was in fifth place.” 
G-E 
Pushes G-E Radios ..2:% srzcek Be & 


Into Top 3 Spot 


BRIDGEPORT — General Electric’s 
department, which 


war years for advertising to pre- 
sell its postwar standard line and 
Musaphonic radio receivers, now 
is expanding its current selling 


;campaign with an all-out drive 
}employing heavy space in busi- 


ness and consumer publications, 
network time and mailing pieces 
to dealers. 

The payoff of the campaign to 
date: 

“As a result of this wartime 
pre-selling effort, in its attempt 
to get a full share of the postwar 
receiver business, General Elec- 
tric acceptance actually moved to 
third place, according to a sur- 


‘far as G-E officials know. 
| Using Consumer Campaign 


General Electric is conducting 
an intensive consumer campaign 
for its standard line of receivers, 
including the “first and only” self- 
charging portable and the ‘“wake- 
up-to-music’”’ clock-radio, using 
full color pages in Collier’s, Life, 
Look and The Saturday Evening 
Post. In addition, two-color pages 
in dealer publications are pro- 
claiming the new G-E electronic 
reproducer, a feature of all new 
G-E automatic radio-phonograph 
combinations, as “the greatest re- 
producing system of all time.” 
This copy is appearing in six 
electrical, radio and home furnish- 
ings publications. 

Deliveries of G-E’s first deluxe 
Musaphonic radio-phonographs to 
more than 300 retail outlets 
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throughout the U. S. will begin 
this month. 

Full-color page advertisements 
for the Musaphonics in consumer 
publications will continue to ap- 
pear in Better Homes & Gardens, 
New York Times Magazine, Chris- 
tian Science Monitor Magazine, 
The New Yorker and National 
Geographic. 

Maxon, Inc., is placing all copy. 


Gets Good Readership 


A Starch survey conducted over 
a period of 18 months, according 
to Fred A. Parnell, advertising 
and sales promotion manager of 
the G-E receiver division, showed 
the standard line and Musaphonic 
advertisements running consist- 
ently ahead of three major com- 
petitors in readership. 

G-E receivers are also being 
pushed on broadcasts of the “G-E 
House Party.” 

Already in production on FM, 
which is being incorporated in 
many of the standard line receiv- 
ers and in all Musaphonic models, 
G-E expects to get into production 


2 on 


CIRCULATION {NW ENGLAND | ATLANTIC.” [NORTH CENTRAL PACIFIC ‘= 
NATION’s BUSINESS |{ | HAH | RANI | Ht 
| 461,416 36,699 | 136,011 177,705 | 50,542 


FORTUNE 


| | } 


180,558 13,432 | 63,325 | 55,194 | 34,496 
BUSINESS WEEK || mn 
133,768 11,767 | 48,449 | 42,528 | 13,229 
u.S.NEWS || nom: OA 
207,155 13,761 | 56,800 | 75,353 | 27-633 
BUSINESS SS MARKET—Use all Four 


Figures from December ABC Statement 


BUSINESS MARKET 
IS THE LARGEST 


Nation's 
Business 


WASHINGTON, D. C.. 


THE GREATEST REPRODUCING SYSTEM 
/, / 


“GENERALE 


‘AMAZING'—General Electric is us- 
ing this two-color page in dealer pub- 
lications this month to announce the 
electronic reproducer, a feature of all 
G-E postwar radio-phonographs. 


on television receivers late in 
September. The company has 
announced a combination televi- 
sion-AM-FM-phonograph expect- 
ed to be ready for the market 
early next year, priced to sell for 
about $475 (AA, Aug. 12). 


Direct Mail to Dealers 


The pre-selling campaign among 
dealers has been waged through 
a series of chatty, straight-talking 
folders from Paul L. Chamber- 
lain, manager of sales for the re- 
ceiver division. Well over 20,000 
copies of each of nine folders in 
the series to date have been 
mailed out. 

One of the first folders pointed 
out that only once during the war 
did G-E say ‘me, too” in the rash 
of advertisements telling how U. S. 
industry was winning the war. 
After that G-E stuck to pre-selling 
its coming postwar products. 

Succeeding dealer pieces ex- 
plained FM, described the quality 
of forthcoming G-E_ receivers, 
heralded the self-charging port- 
ables and clock-radios, and sug- 
gested many merchandising aids, 
including “multiple set’ selling. 


Willson Opens Agency 


Parker O. Willson, former radio 
announcer and advertising man- 
ager, has formed the Parker Will- 
son Advertising Agency, with of- 
fices in the Neil P. Anderson 
building, Fort Worth. Associated 
with Mr. Willson are Joe Gansky, 
Lois McBride and Pat Cranston. 


WATCH ST. PETERSBURG 
GROW! 


Its population (now 85,184) in- 
creased 42% since 1940. Its bank 
deposits increased 375%. Its re- 
fail sales are growing, too, and ad- 
vertised products lead the parade. 
The Tampa-St. Petersburg Market 
is one of the best in the South — 
and St. Petersburg is 40% of it, 
reached only through its own daily 
newspapers. No outside newspa- 
per has as much as 400 average 
daily circulation here. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S) and 
m INDEPENDENT (E) ae 


Reoresented netional'y : 


Theis & Simpson Co. Inc. 


im in Florida by V. J Obenour, Jr, Jocksonvil s 
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The Houston Market is sold 
when your story is told 


iggest Tournament 


Big League Response Like This i 


Proof of Chronicle Leadership 


Houstonians insist they are the most rabid 
softball fans in America — and not without 
reason. As witness to their claim, 157 teams 
sponsored by local business, industry, churches, 
schools and veterans groups, entered The Hous- 
ton Chronicle’s eighth City Open Softball 
Championship Tournament this summer — the 


biggest tournament of its kind in the world. 
(Thirty-three more teams are playing this sea- 


son than in 1941 when the tournament was 
suspended during the war.) 


Unprecedented crowds are attending’ these 
games .. . ardent fans who see these fun and 


eee in The Chronicle 


ee 


Sate aes 
“ah SNS 


ea \ 


action carnivals and then follow the ups and 
downs of their favorite teams in The Chronicle. 
When players and fans alike, after five years of 
tournament inactivity, respond to a newspaper’s 
invitation in such impressive numbers, you have 
still another proof of The Chronicle’s leader- 
ship and readership in this major market 
Sponsoring a championship tournament in 
the South’s largest city for one of America’s 
most popular amateur sports is only one of the 
many reasons why The Chronicle has been 
Houston’s leading newspaper for 33 years 


THE HOUSTON 


CHRONICLE © 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manager 


National Representatives 
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TAB Postpones 


Issuing Fort 
Wayne Study 


reau, made a preliminary report to) whether the methods tried there 


TAB's 


board members here recently on a | nent operating program by which — 
$50,000 study made in Fort Wayne, 
Ind., last spring to develop and ers of outdoor advertising with the | a 


PSimPson-REILLY, con 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 


GARFIELD BLDG. | 


;test new methods of evaluating 
‘outdoor advertising. The group 
decided not to publish the findings 
|fer the present. 

| The Fort Wayne study, said A. 


| “2. New short count methods of 
| estimating total traffic at given 
‘ locations. 

| “3. New ways, which do not in- 
_volve the making of traffic counts, 


|D. Chiquoine of Batten, Barton,|of describing the coverage of a 
New YorK—V. H. Pelz, manag-|Durstine & Osborn, president of market provided by an outdoor 
ing director of Traffic Audit Bu- | TAB, was intended to find out plant or showing. 


executive committee and “can be incorporated in a perma- 


| TAB can provide buyers and sell- 


factual yardsticks needed to make 
more effective use of the medium.” 

Major parts of the test included: 

“1. New methods of determining 
| the size and character of the out- 
| door market, including how many 
people go outdoors daily and are 
exposed to outdoor advertising; 
purposes of trips made away from 
home, and routes followed. 


| 


| 
Take License Numbers 


“4. New methods of measuring 
| quantitatively the degree to which 
given showing covers. and 
|reaches traffic. One part of this 
| phase of the project involved the 
|recording, for an entire day and 
}at some locations for seven con- 
| secutive days, of the license num- 
|bers of all passenger cars passing 
each of the panel in a representa- 
tive showing. 
“5. A readership survey designed 
to measure the size of the showing 
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audience reached by specific out- 
door advertisements.” 

Of the $50,000 fund, half came 
from Outdoor Advertising Asso- 
ciation of America, and the other 
half jointly from American Asso- 
ciation of Advertising Agencies, 
National Outdoor Advertising Bu- 
reau, and individual company 
members of the Association of 
National Advertisers. 


Okonite Names Keefer 


R. S. Keefer has been named 
sales manager of the Okonite Com- 
pany, Passaic, N. J., insulated 
wires and cables, succeeding Ed- 
ward J. Garrigan, vice-president 
in charge of sales, who died in 
July. Mr. Keefer has been as- 
sistant sales manager of Okonite’s 
Hazard Insulated Wire Works di- 
vision, 


| 


if 
Tj 
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No.1 in NEWS 
COVERAGE 


— of these nine sectors 
of the home furnishings 
market: 


1. Furniture and Bedding 
2. Curtains and Draperies 
3. Decorative Accessories 
4. Floor Coverings 

5. China and Glassware 
6. Lamps and Lighting 

7. Housewares 

8. Major Appliances 


9. Radio and Television 
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PUBLISHED 


TWICE WEEKLY 


MONDAY AND THURSDAY 


RETAILING is overwhelmingly the leader among home furnishings 


business papers. No other 


one can match these figures: 


No. 1 in ABC CIRCULATION 
—December 31st circulation 19,027. (Now over 23,000.) 


No. 1 in RETAIL CIRCULATION 


No. 1 in DOUBLE-MARKET COVERAGE 


—over 10,000 in furniture-home furnishings and department stores. 


No. 1 in NUMBER OF 


ADVERTISERS 


—over 12,000 circulation in retail stores. 


— 1,078 of them are using space in Retailing. 


No. 1 in EXCLUSIVE ADVERTISERS 


—49% in ’45 used only Retailing to reach home furnishings retailers. 


No. 1 in ADVERTISING DOLLAR VOLUME 


—more than all other home furnishings business papers combined. 


No. 1 in ADVERTISING LINES 


— 2,332,469 lines of advertising, first half of '46. 


No. 1 in PAGES OF ADVERTISING 


—3,584 tabloid size pages of ads, first half of ’46. 


No. 1 in NUMBER OF 


— 6,794 ads in Retailing, first half of this year! 


ADS 


YOUR NO. 1 BUSINESS PAPER 
TO COVER THE HOME FURNISHINGS MARKETS 


_ 


ONE OF THE 
FAIRCHILD FAMILY 


of publications that 

includes — 

Women's Wear Daily 

Daily News Record 

Men's Wear 

Footwear News 

Fairchild International 

Fairchild Blue Book 
Directories 


The ONLY home furnish 


ings )NE 


WSpaper 


FAIRCHILD BUILDING + 8 E£. 13TH ST., NEW YORK 3 


4 A’s Forms 
Newspaper Group 


NEw YorK—The American As- 
sociation of Advertising Agencies 
has formed a special committee on 
the Continuing Study of Newspa- 
per Reading, with John Caples, 
vice-president of Batten, Barton, 
Durstine & Osborn, as chairman. 
_ The objectives of the new com- 
mittee, which was organized at 
the suggestion of the Four A’s 
Committee on Daily Newspapers, 
is “to help agencies gain better 
understanding and greater use 
of these newspaper readership 
studies” made by the Advertising 
Research Foundation, with the 
sponsorship of the Association of 
National Advertisers and the Four 
A’s in cooperation with the Bureau 
of Advertising of the American 
| Newspaper Publishers Association. 

Committee members include Dr. 
'Franklin Cawl of Kudner Agency, 
'Marion Harper Jr. of McCann- 
Erickson, Arthur Hurd of J. Wal- 
_ter Thompson Company, Lester 
|Malitz of Warwick & Legler, and 
John Witten of Young & Rubicam. 


Powell Organizes Co. 


Ralph C. Powell, general sales 
_and advertising manager of Presto 
Recording Corporation, has re- 
/signed to head R. C. Powell & Co., 
‘Inc., 730 Fifth Ave., New York. 
|The new company will handle na- 
‘tional distribution of a number of 
new electronic devices through 
offices located in 10 cities. 


Adds New Line 

Scott & Bowne, Bloomfield, 
N. J., will introduce Scott’s cod 
liver oil this fall. The company, 
which manufactures Scott’s Emul- 
sion and advertises it as “cod liver 
| oil at its best,” (AA, Oct. 1, ’45), 
will not advertise the new prod- 
| uct. Ritchie & Janvier, Inc., 
| Bloomfield, is sales agent for Scott 
& Bowne, and Atherton & Currier, 
New York, is the agency. 


4000 Get Jobs 
In Port Arthur 
Since War’s End 


While other areas have experi- 
| enced large employment declines 
| since the end of the war, employ- 
ment in the Port Arthur area has 
increased by approximately 4000 in 
the same period, according to figures 
| compiled by the Employment Advis- 
| ory committee of the U. S. Employ- 
| ment Service. 
| The reason given was the lack of 
| change in the principal products be- 
ing manufactured here, where no 
reconversion problem was involved, 
and a steadily growing demand for 
them in peacetime markets. The 
products are petroleum and syn- 
thetic rubber. 

32,575 Employed 

Current employment in all local 
| industries is estimated at 32,575, 
| while the USES file of active job 
seekers has grown by 1500 since 
August, 1945, to a current total of 
approximately 2000. Estimated pop- 
ulation increase during the same 
period is 10,000. 

Approximately one thousand of 
the active applicants for jobs are 
| veterans and these continue to come 
in at an average rate of 80 per week. 
About 10 per cent of these are vet- 
erans who were inducted into the 
| armed forces from other areas. 


(Reprint from the Port Arthur Texas News 
of June 26, 1946) 


THAT'S THE REASON 


PORT ARTHUR : 


is a market you should include 
in your advertising program. 


THe News 


For Adequate Coverage 


i city 
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ILLINOIS 
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(ILLINOIS ? | 
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1 MONTH TO 
REDBOOK, CAL. 


=en in 


Sat SALO 
ZT 
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Lhey work hard... and save their money... 
and spend it in REDBOOK, Minus! 


$344,000,000 is their annual family in- 


come. 
They spend $47,000,000 of it for food. 


They spend $7,600,000 in Illinois drug 


stores. 


Do you know of 90,000 families who buy 


nett’ REDBOOK.U.S.AL 


Send for the Redbook State-by-State analysis of family bu 
Write or phone Redbook, 230 Park Avenue, New York 17, N. Y. 


42,000,000 gallons of gas, 3,380,000 quarts 
of oil, and $1,811,000 worth of tires who can 


be reached at a pro-rata rate of $209 a page? 


That’s all it costs to reach every one of the 
90,000 free-spending homes in Redbook, Il- 
linois. And that makes Redbook an impor- 
tant addition to any advertising list. 


ing power. 


THE REDBOOK NATIONAL SHOW 
HAS A _ $6,000,000,000 AUDIENCE 


(after taxes) 


That's folding money and no mistake, and a lot of it will 
come your way if you put your product i in the Redbook 
National Show. 

They pay Redbook $4,000,000 a-year for one of the 
greatest arrays of magazine entertainment in America. 

Reach 1,750,000 
young Redbook 
families each 
month with a full 
page for $44,100. 
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Here’s 


MORE ADVERTISERS 
USE MORE SPACE | 
IN FIELD & STREAM 
THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


your buy... 
the Leader 


There’s a ‘best buy” in every field, and in the outdoor field it’s Field & 
Stream. This magazine is the real leader, measured by the yardsticks that 
really count. 

Not only has it led the field for 35 years straight, but now that margin of 
leadership is wider than ever. The first six months of this year show a sub- 
stantial increase in advertising volume over the same period in 1945. 


Field & Stream is the ‘best buy”’ because 
it offers advertisers, as well as readers, 
outstanding value. That is something to | 
remember when making up your list. 


CIRCULATION SOARING Field | A) 
& Stream’s circulation—the cream of the *’ ee ae oe ae 
crop—has grown soundly, steadily, over V4 
the years in pace with the greatly in- ra 
creased interest in outdoor sports. Held oo 
back by paper restrictions during the 
» war, circulation has again started a rapid - i as a Ri a ta Sea Nite Wai Seem aH 
climb. 40 ‘HO “HM “42 42 43 3 44 485 85 8G 
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The advertising of optical goods and cameras is a good 
index to the position of a sportsman’s magazine. Field 
& Stream carries more advertising of optical goods and 
’ cameras than any other publication in its field. 
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Heads Ampco Metal 


J. Donald Zaiser, executive vice- 
president and general manager of 
Ampco Metal, Inc., Milwaukee, 
has been elected president, suc- 
ceeding his father. 


Haydock Named Editor 


John Haydock, formerly execu- 
tive editor of American Machinist, 
has been appointed editor of De- 
sign News, Detroit, a new -publica- 
tion serving the product engineer. 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


STredemorts Reg US. Pet OF 


Four Appoint Kight 

Kight Advertising, Columbus, O., 
has been appointed to handle the 
advertising of Newark Plastics, 
Newark O., and affiliate, Nu-Engi- 


neering, Ferndale, Mich., using 
business papers; Harris Mineral 
Wells, Worthington, O., using 


point-of-sale material and news- 
papers, and Richard Kite Floral 
Shop, Columbus, using direct mail. 


Crosley Transfers Two 


William P. Robinson, promotion 


| manager of the Chicago sales office 


of Station WLW, has been ap- 
pointed sales manager of Station 
WINS, Crosley Broadcasting Cor- 
poration’s newly acquired station 
in New York. William L. Barlow, 
director of the publicity depart- 


‘ment of WLW, has been named 


director of the public relations 
and publicity departments. 


37 Denver Auto 
Dealers Deal Well 


as One Wholesaler 


DeNnvER—Although not the first 
in their field to do so, 37 ‘automo- 
bile dealers here who last January 
set up their own wholesaling com- 
pany, by now can report great 
success for their group-buying 
plan. 

Auto Dealers, Inc., composed of 
37 of about 40 car dealers here, 
was organized to perform as a 


we a aE A ae eta ~- 


SS 
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automobile parts. It was inspired, 
according to L. S. Thomas, presi- 
dent of ADI and veteran Plym- 
outh-Dodge dealer, by the knowl- 
edge that handsome profits were 
being made by jobbers here. 
ADI revealed to ADVERTISING 
AcE that the organization has 
completed at least one deal of out- 
standing benefit to the group. 
This is with Dayton Rubber Mfg. 
Company. As explained by an 
ADI member, Auto Dealers buy 
enough tires from Dayton to equip 
all new cars sold by the members. 
ADI’s dealers are required to put 
Dayton tires on all their new cars. 


Switch Tires on New Cars 


The plan is said to enable Day- 
ton to break into the field, domi- 


jobber of just about everything | nated by bigger tire companies, 
the dealers buy except autos and | supplying tires for new cars. The 


HURRY! 


HURRY! 


The BIG SHOW is about to begin! 


Once again—for the first time since the war—the Auto- 


HURRY! 


motive Service Industries Show is being held—this time 


in Atlantic City, December 9th to 14th. It will be the 
world’s largest exhibition of automotive parts, supplies, 


accessories, tools and equipment. 


Because the Automotive Service Industries Show is be- 


ing held early in December, the NOVEMBER ISSUE 
of JOBBER TOPICS will be our big Annual Show Issue 


and Reference Number. 


Editorially, this Annual Issue will include (1) special 
feature articles dealing with subjects of broad current in- 
dustry interest (2) a section devoted to announcements of 
new and improved products and (3) the 1947 Automo- 
tive Aftermarket Directory, including listings of jobbers, 
manufacturers, and manufacturers’ agents. There’s noth- 


ing to compare with it. 


Get Advertising Copy in NOW! 


Last forms close OCTOBER 20th 


dealers, through ADI, in effect 
buy the Dayton tires at the whole- 
saler’s price. In addition, they 
can then sell the original, better- 
known tires themselves, presum- 
ably easier than selling the less- 
known Dayton brand. 

Less complicated contracts have 
been made for other products, in- 
cluding gasoline and oil, inter- 
changeable parts, tools and other 
items. The company is still add- 
ing to its list of suppliers. Pur- 
chases are made both at specific 
request of members and on the 
over-all authority of ADI, which 
also sells to non-members. 

Edgar H. Rust, recently in the 
Navy and now manager of the or- 
ganization, told AA that present 
plans contemplate addition of 
warehouse facilities, regional ad- 
vertising and expansion into all 
wholesale functions. 

Dealers here express little con- 
cern with the fact that, outside 
Auto Dealers, the members com- 
pete rigorously with each other, 
and that this competition will in- 
tensify with increased auto pro- 
duction. They say that they can 
compete as much as ever sepa- 
rately and still work together 
harmoniously in the wholesale 
business. 


Insist on Fair Trading 


Mr. Rust asserts that dealer 
members have realized consider- 
able savings in the first six 
months of operations through ADI. 
The company will not try to in- 
crease its membership and it will 
offer the same service to all mem- 
bers and customers. Nationally 
advertised products will be han- 
dled, and nationally advertised 
prices will be made mandatory. 
Members may not sell such prod- 
ucts as loss leaders, ADI having 
authority to penalize recalcitrant 
members. 

Advertising allowances made 
available by manufacturers on the 
basis of gross purchases, Mr. Rust 
declared, are passed on to the 
dealers in accordance with the 
manufacturers’ programs. Auto 
Dealers gets regular distributor ad 
allowances. 

Mr. Rust pointed out that the 
Denver plan, discussed here for 
about 15 years by the dealers, is 
not the first of its kind. Among 
other such groups, he said, are 
auto dealer buying organizations 
in Rapid City, S. D.; Dallas, Tex. 
and also in Nebraska. 


‘Look’, McCall Give 
Cups for NPA Meeting 


McCall Corporation has pye- 
sented to the National Publishers 
Association a cup to be known as 
the William B. Warner Cup, which 
is to be awarded at the 27th an- 
nual meeting of NPA, Sept. 9-11, 
to the man whose match play in 
golf against par for 36 holes is 
the best. The cup will be retained 
for one year by the winner. 

A set of cups to be known as 
the Look Cups has been presented 
by Look for winners of the tennis 
tournament doubles. 


Theobald Appoints Bruck 


Theobald Industries, Kearny, 
J., manufacturer of Mercury 
cleaning compounds, has appoint- 
ed Franklin Bruck Advertising 
Corporation, New York. Full page 
copy will be scheduled in busi- 
ness publications. 


| Relax in 
Coo/ Comfort 
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Saint Louis 
AIR - CONDITIONED 
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Clouds ... that cut costs! 


The puffy cumuli pile in giant heaps, 
mass moisture, send down the rains on the 
Western hills. The snow on the mountain 
melts into silver rivulets, swells the streams 
... tumbles along in torrents that turn the 
turbines, make power for ail the people. 

More than half of the hydroelectric 
power in the U.S. is generated in the West. 
In Northern California, the P. G. 


Cheap electricity, abundant natural 
gas, gives industry an advantage in the San 
Francisco Bay Area... augments output 
on the surrounding farms—over 50% of 
the country’s rural electricity is consumed 
in California, much of it in the very rich 
Sacramento and San Joaquin Valley at 
San Francisco’s back door. 

And San Francisco has the 


ran $1.92 in SF... the electric bill of $4.05 
in Boston was only $2.37 in SF for the 
same wattage. Now San Francisco costs are 
even lower; gas down one-third; reduced 
electric rates will save $700,000 this year. 


Wirn low cost power, San Francisco 
was an exceptionally good electric product 
market until the war! Most appliances now 
in the area have ague as well as age. More 
than seven years old are three quarters of 


the electric washing machines, three of five: 


vacuum cleaners, and over half the radios, 
electric refrigerators, and gas ranges. 

But the housewife’s headache is the 
industry’s opportunity! The P. G. & E. 
estimates there are live prospects, over the 
next few years, in SF and the Bay Area 
for 255,980 electric refrigerators, 289,142 
electricwashing machines, 327,786vacuum 
cleaners, 755,358 radios, 102,687 electric 
ironers, 30,618 dishwashers, 24,594 home 
freezers, 241,091 new gas ranges, 246,809 
automatic hot water heaters, 76,874 room 
heaters, 70,610 floor furnaces, 61,658 
central furnaces, 46,564 home laundry 
driers... to say nothing of air conditioners, 
ranges, toasters, juice extractors, heating 
pads, coffee perkers. Few markets offer 
so much chance to perk up sales. 


Anp few markets have as good a 
perker as The Chronicle! Home owned, 
home read, home influential, The Chronicle 
has its circulation in the best home areas, 
around the hilltops, and in the suburbs.. . 
circulation that checks closely with wired 
residences, appliance buying capacity. 

It’s the best advertising bird dog for 
quality producers, luxury goods, high 
fashion specialty shops in the area. ... but 
can call up large crowds for Market Street, 
is the mainstay of major department stores. 

And it has both men and women in 
its readership . . . important on the major 
purchases where women look for service 
and style, the men for specifications and 
structure, and the whole family has lots 
to say... And The Chronicle has enough 


a = 


& E. system alone has a capacity a | lowest residential electric and gas __ families to get high-voltage action for any 

twice that of Boulder Dam, 60%»; fd \ rates among the twenty-fivemajor good merchandise...can spark sales— 
, ti V4 . 

greater than Bonneville and Grand ae and salesforces! ... Call in the S-F-W man 


ir aa U. S. cities. Prewar the domestic 
ns gas bill of $6.06 in Newark, N. J., 


Sap Cyamenee Chronicle 


SawYER FEeRGuSON, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Coulee combined! to show you how to throw the switch! 
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FIRST 


F 1 RST in the number of edi- 


torial pages per issue. 


F I R ST in reader interest. 


F i a ST in reader response 


IN THE MEDICAL FIELD 


F 1 RST in advertising volume 


per issue. 
F I R Ss T in advertising response. 


FIR ST and only medical pub- 


lication devoted ex- 
clusively to diagnosis 
and treatment. 


Reaches Every Doctor =) ... Every Month 


|U.S. Steel Ups Logelin 


| Edward C. Logelin Jr., who han- 
dled public relations work under 
J. Carlisle MacDonald, assistant to 
the chairman of the board of 
United States Steel Corporation, 
has been appointed director of 
public relations of United States 
Steel Corporation subsidiaries, Chi- 
cago district, succeeding Arthur C. 
| Wilby, who was elected a _ vice- 
president. 


| Appoints Otwell 


Frank H. Otwell, who during the 
past 10 years served as reporter, 
feature editor, copyreader and as- 
sistant city editor of the Cleveland 
News, has been appointed editor of 
Highway Traveler, Cleveland, na- 
tional magazine of Greyhound 

| Lines. 


Ee A ane 
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Prentice-Hall 


Starts Test Drive 
for ‘The Miracle’ 


NEw YorK—“The Miracle of 
the Bells,” by Russell Janney, pub- 
lished at $3 today by Prentice-Hall, 
will be a best seller this fall or 
the publisher will know the specific 
reason why not. P-H yesterday, 
through Franklin’ Spier,  Inc., 
launched a unique test advertising 
campaign that may well develop 
big changes in book promotion 
habits. 


“The Sun is uncolored " 
by prejudice or sensationalism’ 


LEGAL MINDS, trained to think straight, to pierce through beguiling fraud, ‘relish the untarnished word. 
District Attorneys fight with facts—demand unbiased reporting in their newspaper. Their choice of The Sun 
as essential daily reading confirms the findings of the independent research of the L. M. Clark organiza. 


tion which rates The Sun "one of America's best read metropolitan dailies.” 


FARRELL M. KANE, District Attorney, Richmond County 


The Sun presents all the facts on both sides of a 
questicn in its news columns and: then draws its own 
editorial conclusion. This leaves you free to accumu- 
late the pertinent information and to agree or not, 
according to your inclination—the essence of non- 
partisan reporting. Sokolsky deals with questions 
of the day in a restrained but convincing manner. 


*. 


« 


‘ 


| MASS F. McDONALD, District Rhedaiy, Kings County 


I have been a reader of The Sun for 15 years. One 
good reason for that consistency is its factual re- 
porting, uncolored by prejudice or a desire for sensa- 
tionalism, Its legal coverage calls my attention to 
decisions which might otherwise be overlooked until 
they appear later in official or legal publications. 


J. VINCENT KEOGH, U. S. AiNGraey. Eastern, District, N. Y. 


I read The Sun for the high standard of journalism 
in its impartial news reporting. I particularly enjoy 
Van Slyke and Ward Morehouse, Reading a morning 
paper whose policy might be the opposite of The Sun 
—and reading The Sun every night—gives me both 
viewpoints on any controversial issue, 


The <ilebiskine Sun 


NEW YORK 


Represented in Chicago, 
Angeles by Williams, 


Detroit, 
Lawrence & Cresmer Company: in 


Son Francisco .and Los © 


Boston, Tilton S. Bell. 


THE SUN COUNTS WHERE OPINION COUNTS 


For the next fortnight, Prentice- 
Hall will test “all possible methods 
of advertising and promotion” for 
the book, already promoted to the 
trade as having the “largest print- 
ng (125,000 copies) without bene- 
fit of any book club, of a first novel 
in the history of publishing.” 

The test will be conducted in 
three cities of about 200,000 popu- 
lation. In one, P-H will use daily 
and Sunday newspaper space, radio 
spots, direct mail under local store 
names, display material and radio 
programs sponsored by local 
stores. In another city, only news- 
paper ads will be used. The pro- 
motion department of the local 
newspaper chain will provide dis- 
play material to book sellers. In 
the third city, there will be no local 
advertising. 


Will Reveal Results 


Daily sales records of “The Mir- 
acle” will be kept in all three cities 
(names of which will not be re- 
vealed till after the test). Later 
this month, a public opinion sur- 
vey will be made in each city to 
determine the penetration of the 
advertising and publicity. The lat- 
ter, incidentally, will include lec- 
ture appearances by Mr. Janney, 
who will continue a lecture-and- 
autograph tour to other cities for 
the next two or three months. 

K. S. Giniger, publicity director 
for Prentice-Hall, who will super- 
| vise the campaign, reports that 
the Bureau of Advertising, Ameri- 
‘ean Newspaper Publishers Asso- 
ciation, cooperated in selecting the 
test cities and “is watching the 
‘test with interest and will report 

to its members on the results.” The 
publisher also will report on the 
(results. 


| Book Was Pre-Tested 


Decision to make the test came 
only after a nationwide pre-test 
among readers indicated the book 
has a mass market. (A Gretna, 
| Va., teacher calls it “the most gi- 
'gantic, stupendous, exciting book” 
‘she ever read; an _ Indianapolis 
| bookseller said it “stands out like 
a diamond among semi-precious 
| stones.”) 

Instead of the usual $10,000 
/'maximum spent by publishers to 
advertise a novel, Prentice-Hall 
has already set up a budget about 
double that amount for “The Mir- 
-acle.” If the test campaign goes as 
_well as hoped, the publisher may 
“inerease the budget to $50,000 or 
more. And other publishers may 
follow suit for their own books. 
/One publisher, it is understood, is 
now planning a series of radio book 
‘review programs to be aired over 
stations reaching rural and small 
‘town audiences. 

It is rumored also that the pro- 
-motion may involve arrangements 
‘for plugs for the book by the large 
tobacco companies. In it is much 
| material on smoking which the to- 
/baeco companies will not consider 
“unfavorable, The story, in general, 
‘concerns the unhappy predicament 
| of Bill Dunnigan, Hollywood press 
agent, whose publicity plans for an 
actress run afoul because of a 
miracle that happens in a little 
church. 


Four Join Arndt Staff 


John Falkner Arndt & Co., Phil- 
adelphia, has added Gladys Bowers 
to its copy staff, Frank Bjorans- 
gaard and Fern Lawless to the 
production department, and Flor- 
ence Carrigan to the art depart- 
ment. 


‘Hicks Appoints Boyle 
Edward Boyle, formerly with 
Altomari Advertising Agency and 
Childs’ Restaurants, has been 
named advertising and promotion 


manager of H. Hicks & Son, New 
York. 


‘Perry-Brown Moves 


Perry-Brown, Cincinnati agency, 
has moved its offices from 15 E. 
8th St. to the Edwards building, 
530 Walnut St. 
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Once upon a time there was a man who cut his 
dollar into such small pieces that he received 


no benefit from it at all. 


Some few advertisers today still put a little here, 
a little there, and spread their budget too thin 


to make an effective impression anywhere. 


In almost every line it PAYS to concentrate and 
that’s particularly true of advertising. Concen- 
trate your investment in the FIRST paper in the 
industry, because that’s where most READERS 


concentrate their valuable reading time. 


Advertisers and readers alike have found... that 


when YOU 


“Follow The Journal .. . YOU follow 
the Oil Industry.” 


tine. mmr 
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No. 4 of a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time ... and 
advertisers a greater 
return from their in- 
vestment. 


every two weeks in a ae 


the advertising press, a 
and in The Oil and “ain 
Gas Journal. 

LO PA IOS 


This series appears * IP aaa 
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Prefabricators 
to Make 30,000 
Homes This Year 


MINNFAPOLIS—Makers of pre- 
fabricated homes now operate at 
only 10% of capacity and this year 
will turn out 30,000 homes, only 
30% of the reduced goal set for 
prefabs by the National Housing 
Agency. 

Reporting these figures, North- 
western National Life Insurance 
Company estimates assembly-line 
output of homes next year will 
total 50,000 units. The 50,000-unit 
annual production rate, it says, is 
the point at which mass production 
of automobiles (in 1908) and air- 
planes (in 1944) became general 


SS RERUN or 


and sizeable economies were estab- 
| lished for this method of manufac- 
turing. 

| The insurance company points 
out, also, that in both the automo- 
bile and airplane industries, the 
20,000-30,000 annual output rate 
was the critical point at which 
definite savings to ultimate buyers 
began. 


Don’t Buck Opposition 


Chief problems faced by pre- 
fabricated house makers are short- 
ages of steel, glass, plywood and 
/other items; widespread confusion 
|by the public of FHA-approved 
|prefabs with temporary war hous- 
‘ing, and building code restrictions 
|in larger cities. 

The report asserts that there 
/is sufficient demand from subur- 


ban communities and small cities 
and towns to keep the industry 
operating at capacity for years to 
come. Prefabricators are spending 
little effort “bucking” localized 
opposition. They concentrate 
rather on _ supplying localities 
where the factory-built home has 
acceptance. 
said to expect opposition gradual- 
ly “to melt away with wider dis- 
tribution of their products.” 


Jalass Advances 


Harold E. Jalass, district man- 
ager in the metropolitan Chicago 
area for Universal gas ranges, 
manufactured by Cribben & Sex- 
'ton Company, has been appointed 
|assistant general sales manager 
and will continue as district mana- 
' ger. 


The manufacturers are | 


Advertising Age, September 9, 1946 


Newspaper Ads 
Boost Duluth as 
Business Center 


DULUTH—This city, which last 
year opened a five-year industria 
|development campaign through 
direct mail channels, now is carry- 
ing its story to New York and Chi- 
cago manufacturers with copy in 
the Chicago Journal of Commerce, 
New York Journal of Commerce 
and Women’s Wear Daily. 


| Placed by the Duluth Chamber 
of Commerce, the copy points out 
‘to industrialists that the woman 
labor market in Duluth is virtually 
/untouched and that it is particu- 
‘larly desirable for the apparel in- 


ROSSLEY, Inc., recently completed 

a personal-interview survey of 

farm families of the 14 Southern states 
for The Progressive Farmer. 

Forty counties were carefully 
selected as truly representative of the 
entire farm population. Sampling was 
conducted to obtain accurate infor- 


mation on many 


to every advertiser and advertising 

agency interested in the market 

potentialities of the Rural South. 
The results of this survey have just 


been published in 


entitled “The Farm Family of The 
South Today”. If you have questions 
regarding the Rural South, perhaps 
this booklet contains the answers. In- 
quire at any Progressive Farmer office! 


factors important 


a 24-page booklet 


WesTIOME : 


SIZE OF FARM AND HOME? OWNER? TENANT? 
TOTAL FARM INCOME? SIZE OF FAMILY? AGE, 
SEX AND EDUCATION? MAGAZINE READERSHIP? 
FARM MAGAZINE READERSHIP AND PREFERENCE? 


RALEIGH « 
NEW YORK «+ 


Advertising Offices: BIRMINGHAM 
MEMPHIS + 


DALLAS 


CHICAGO «+ Edward S. 


Townsend Co., SAN FRANCISCO, LOS ANGELES 


dustry. Duluth, the copy stresses, 
is now primarily a heavy industry 
town, and the predominating Scan- 
dinavian racial strains rank high 
in textile and apparel efficiency. 

The copy was placed in the New 
York and Chicago areas after 
direct mail results showed greater 
returns from those localities. So 
far the Chamber of Commerce has 
spent only $1,600 on the newspaper 
campaign, but indications are that 
supplementary copy will also be 
placed. 


Prints Special Edition 


Ontario Intelligencer, Belleville, 
Ont., has published a special radio 
edition to commemorate the open- 
ing of Station CJBQ, Belleville, of 
which W. H. Stovin is manager. 
The new station is represented by 
Horace N. Stovin & Co., Toronto. 


Agency Changes Name 


Advertising Associates has 
changed its name to J. M. Kess- 
linger & Associates and has moved 
nto its own building at 37 Say- 
brook Pl., Newark. 


(NO. 9 IN A SERIES) 


The 
Atpany Story 


A True 
Food Medium 


Adding to the acknowledged accept- 
ance by Albany women of the many 


food features appearing daily in 
The Times-Union, this newspaper 
has strengthened its position as a 
food medium by a personal-contact 
program. 


“Homemakers’ Kitchen" 


has been the vehicle for this accom- 


plishment. Actual food and prepara 
tion demonstrations have been pre- 
sented semi-monthly, sponsored by 
national manufacturers and _ local 
food experts and distributors. Flab- 
orate exhibits have supplemented the 
lectures. 


2 Guarantees of Effective- 
ness in This Program— 


@ Both nationally known organiza- 


tions such as General Mills, 
Wheat Flour Institute, Cereal 
Institute, Meat Institute — and 
local organizations have been en- 
thusiastic in their sponsorship of 
individual demonstrations. 

@ Careful attention has been paid 
to local characteristics in the de- 


termination of demonstration sub- 
jects, assuring maximum response 
from housewives. 


ALBANY IS 
“BEST FOR YOUR TEST" 


The Times-Union is read by over 47,000 
families each morning, and over 100,000 
families each Sunday. 


Alban 


TIMES-UNION 


DAILY and SUNDAY 

A HEARST NEWSPAPER 
Re ted Nationall, 

aan tena 


ADVERTISING SERVICE 
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The Hearst Newspapers 


have ever been the champions of 


FREE ENTERPRISE 


NE W YORK AMERICAN, JANUARY 25, 1931 


‘Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.”’ 


YVR Meath 


6 : 
In 1926 the Hearst Newspapers warned of a growing 
tendency by government to impose meddlesome and 
often oppressive restrictions upon its citizens. 


In 1931 the Hearst Newspapers exposed the vicious 


monopolistic practices of public utility holding com- 
panies, as part of their never-ending campaign against 
monopolies private and public. 


In 1933 the Hearst Newspapers urged that N.R.A. 
should work for the business man by freeing him from 
obsolete restrictions and impositions. 


In 1938 the Hearst Newspapers called the nation’s 
attention to the fact that excessive New Deal taxes 
were causing the Recession and threatening free en- 
terprise everywhere. 


In 1940 the Hearst Newspapers cried out against the 
avalanche of “paper work” forced upon business by 
the government, pointing out that one corporation 
had to file 1,030 tax returns and reports in a year. 


In 1942 the Hearst Newspapers attacked the $25,000 
salary limit proposed by the Communists and their 
fellow-travelers in high places as confiscatory and 
totalitarian. 


In 1943 the Hearst Newspapers pointed out that the 
un-American movement for Grade Labeling of prod- 
ucts was fostered by Marxian mediocrity. 


In 1945 the Hearst Newspapers staunchly opposed 
the use of the American taxpayer’s dollar to finance 
and fortify the Socialists in England or the Commu- 
nists in Russia. 
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Joins Dussi as Partner 


Russell A. Wallace, formerly in 
charge of plastic and chemical ex- 
ports of Celanese Corporation of 
America, has resigned to become 
a partner in Dussi-Wallace & Co., 
New York. The newly formed 
partnership will act as the Ameri- 
can branch of several enterprises 
in southeastern Europe, the Near 
East and Latin America, repre- 


senting plastic, chemical and elec- 
trical lines, 


Detergent to Anfenger 


Anfenger Advertising Agency, 
St. Louis, has been appointed by 
Detergent Corporation of America, 
Terre Haute, Ind., to handle the 
advertising of its D-70, new soap- 
less detergent. Newspapers and 
|radio will be used. 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 


highly responsive field 
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Defoe Ad Series 
Builds Interest 


in Postwar Homes 


Bay Ciry, Micu.—Although lim- 
iting the second part of its transi- 
tion campaign on the new housing 
division to national and trade pub- 
lications, Defoe Shipbuilding Com- 
pany plans to add newspapers and 
outdoor advertising in Michigan, 
Indiana, northern Illinois, Wis- 
consin, Pennsylvania and northern 
New York as soon as material 
supplies permit. 

Direct sales efforts are princi- 
pally confined to Michigan now, 
but the company is promising 
prospective home owners through- 


a nena Be eee ee 
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out the country that the new De- 
foe homes will offer them com- 
fort, convenience and “all the 
economies of volume production.” 
Functional design and compact 
construction are stressed. 

Defoe, a prewar builder of 
yachts and a wartime producer of 
seven types of Navy craft, in its 
initial copy mentioning the hous- 
ing division maintained a close 
association of its shipbuilding pres- 
tige with the construction of 
houses. Early ads bore only pass- 
ing references to the housing unit. 

This early copy is being followed 
by illustrated ads featuring Defoe 
designed homes and carrying a 
coupon offering the reader a 10- 
cent descriptive brochure pictur- 
ing the homes, including the trade- 


‘, 
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YOUR CARRIAG 


TRAVELER 


‘Henry Publishing Company, ''Largest Publishers of Aviation Interest Magazines” 
NEW YORK » CHICAGO * LOS ANGELES - SAN FRANCISCO +« WASHINGTON, D. C. 


E TRADE COMES BY AIR! 


When progressive people travel, they fly. 


x _ They are not satisfied with “but-that's-the- 


way -its-always-been-done” attitudes. They 
want the latest and best in everything. Yes, 
they are up-from-earth Americans. They hap- 
pen to believe flying isthe best way to get from 
here to there—faster, more practical and in 
keeping with their way of living. 

And when progressive people travel they 
read AIRWAYS TRAVELER . . . the magazine dis- 
tributed to the passengers of 15 leading air- 
lines, domestic and in-coming trans-oceanic . . . 
your best means of getting your sales story 
from you to them—faster, more practical and in 
keeping with your merchandising methods. 

You can reach all kinds of people in all kinds 
of advertising media but today your “carriage 
trade’’ comes by air. The only way to reach 
these super-select air ‘carriage’ customers is 
by advertising in AIRWAYS TRAVELER. 

RESULTS have been phenomenal! Write to 
‘our nearest office and request a few case his- 


tories. There is probably one that parallels your a 
selling problems. Sell your air-carriage trade is 


first... the people on earth will follow. 


Built For Your Future... 
with hanks sbilled 
hy the past 


PICTURES NEW HOMES — Current 
magazine copy for the housing division 
of Defoe Shipbuilding Co., Bay City, 
Mich., illustrates the homes, including 
hopes to produce in increasing volume. 
trademarked “Working Walls,"" which it 
hopes to produce in increasing volume. 


marked “Working Walls” which 
“put between-room wall space to 
work for the housewife and pro- 
vide more storage while actually 
saving room space.” 

Full-page black and white ads 
now are appearing in American 
Home, Architectural Forum, Ar- 
chitectural Record, Better Homes 
& Gardens, Fortune, House Beau- 
tiful, House & Garden, Liberty, 
Popular Mechanics, Popular Sci- 
ence and a list of banking, insur- 
ance and building publications. 
Approximately 100,000 replies 
have already been received from 
the coupon, to which no direct 
reference is made in the copy. 
Defoe employed about 4,000 
workers during the war, and full 
production of homes, as well as 
ships, is expected to bring the 
personnel back up to that figure. 
A shipbuilder for more than 40 
years, it now has 2,000 home deal- 
ers who are established building 
contractors, a company official 
told AA. 

Butler A. Sumner, Inc., Detroit, 
handles the account. 


Munro Will Direct 
N. Y. Socialist Drive 


David A. Munro, founder and 
former editor and publisher of 
“Space & Time,” advertising news- 
|letter, has been appointed New 
York state campaign manager of 
the Socialist Party. 

Mr. Munro, whose “Space & 
Time” was the focus of numerous 
advertising controversies during 
the period of his editorship, left 
the public relations department of 
the OPA several months ago. The 
newsletter has been edited and 
published by Mary A. Munro since 


1943, when Mr. Munro joined 
OPA. 
R&R Names Lenahan V.P. 


J. Raymond Lenahan, an execu- 
tive with Ruthrauff & Ryan, Inc., 
New York, since 1944, has been 
elected a_ vice-president. Mr. 
Lenahan has been active in new 
business development. 


Rose Joins Nelson 


Hill Rose, formerly radio coun- 
sel to the Chicago Radio Council, 
has joined Raymond E. Nelson, 
Inc., New York agency, as account 
executive. 


WHAT’S GOING ON? 


| @ Manufacturers and their advertising 
agencies are using this inexpensive 
| clipping service for collecting editorial 
| publicity, for making research and 
| market studies, for maintaining com- 
| petitive advertising files and for de- 
| veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. Chicago, }il. 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 
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Over-all Market 
Unit Developed 


for Cranberries 


Hanson, Mass.—Stockholders of 
Cranberry Canners, Inc., created 
as a co-op enterprise in 1930 to 
market Ocean Spray processed 
cranberries, have voted to evolve 
the National Cranberry Associa- 
tion, a cooperative which will 
market about 45% of the national 
cranberry crop, represented by the 
production of 803 grower-members 
in Massachusetts, New Jersey, 
Wisconsin, Washington and Ore- 
gon. 

Under the new set-up, staff and 
facilities of Cranberry Canners 
will be maintained intact, but the 
new organization will market both 
fresh and processed cranberries 
under the Ocean Spray brand, 
rather than only processed cran- 
berries, as heretofore. It has cap- 
ital of $1,700,000 held by grower- 
members on a patronage basis, 
and owns eight canning and six 
freezing plants. 

First co-op cranberry market- 
ing venture was organized in 1907, 
when the American Cranberry Ex- 
change was developed to market 
fresh cranberries. For the past 16 
years about three-fourths of the 
national crop has been marketed 
through this organization, with 
headquarters in New York, and 
through Cranberry Canners, with 
headquarters here. 

A merger of the two groups, 
which serve the same growers, 
was suggested last year and ulti- 
mately approved by Cranberry 
Canners but turned down by the 
exchange. As a result, Cranberry 
Canners moved to build the new 
National Cranberry Association, 
and to invite all interested grow- 
ers to join. Marcus L. Urann, 
president of Cranberry Canners, 
is president of the new organiza- 
tion, 

Both American Cranberry ou | 
change, through BBDO, and Cran- 
berry Canners, Inc., through 
Harry M. Frost Company, Boston, 
have been extensive advertisers 
in the past. | 


Abbott Joins KLM 


Jay C. Abbott, formerly New 
York news bureau manager for 
Capital Airlines and previously in 
American Airlines publicity de- 
partment, has joined KLM-Royal 
Dutch Airlines as news bureau 
manager. 


DePalma Leaves Doyle 


Ralph DePalma has resigned as 
vice-president and director of sales 
of Doyle Mfg. Company, Syracuse, 


and reportedly will reenter the 
automobile manufacturing busi- | 
ness. 


ELEMENTARY 


ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The Oi. WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


‘The Gulf Publishing Company 


Houston New York 
Chicago Tulsa 


Cleveland 
Los Angeles 


Tele-viewers Tallied 


An average of five viewers in 
New York and 5.4 in Philadelphia 
gathered around each television 
set tuned to a recent ABC tele- 
vision show sponsored by Chevro- 
let and aired by WABC, New York, 
and WPTZ, Philadelphia, a sur- 
vey shows, The survey, made by 
questionnaire, was conducted by 
Richard Manville, New York con- 
sultant of mass response, in co- 
operation with Paul Mowrey, 
ABC’s video chief. 


Sponsors Fightcast 


Gillette Safety Razor Company, 
through Maxon, Inc., will sponsor 
a blow-by-blow “Cavalcade of 
Sports” broadcast of the Joe 
Louis-Tami Mauriello heavyweight 
championship bout over the full 
ABC network Sept. 18. 


Appoints Owen 


David Owen, formerly professor 
of speech, drama and radio at the 


Bis ; 
RNS Ve Bae tay 


appointed general supervisor of 
daytime radio programs of Show 
Productions, Inc., radio show-pro- 
ducing subsidiary of Dancer-Fitz- 
gerald-Sample, Chicago. 


Musicratft Reaches Out 


Peter Hilton, president of Musi- 


‘craft Records, Inc., has closed a 


deal with Walter R. Moody, vice- 
president of Electrical Musical In- 
dustries Studios Ltd. of England, 
whereby EMI will press and dis- 


University of Michigan, has been tribute Musicraft recordings in 38 


AE TPR we 


foreign countries. The records 
will be released under EMI labels 
—Parlorphone, His Master’s Voice 
and Columbia (British). 


THE LETTER 
431 S. Dearborn St., Chicago 5. Illinois 


“HE wares asour' LOTS’ 


*COL. HENRY H. BURDICK 
Real Estate Editor 


ROBABLY few newspaper men in Detroit, 


if any, are as 


well known or respected 


for their opinions as Colonel (not Kentucky) 


Henry H. Burdick. As real estate editor of 


The Detroit Free Press he has “‘sat in” on 


hundreds of famous transactions in property 


that have helped Detroit become the sprawl- 


ing giant of a city that it is today. During 


the last two decades, Detroit’s development 


from cornfield to subdivision to built up city 


blocks has been continuous, and Colonel 


Burdick has “been around” to chronicle and 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks & Finley, Inc., 


ON GUARD 


g FOR OVER | 


comment upon it. Within the last twelve- 


month he has been publishing, in cooperation 


with a prominent Detroit architect, a series 


of ranch house type home plans that have 


drawn more than ten thousand inquiries from 


interested readers, most of whom wanted to 


build. Colonel Burdick is one of the “top 


drawer” folks in the Free Press editorial 


family who are daily helping to make this 


newspaper “top drawer’ 


"in acceptance, in 


influence and advertising productiveness in 


America’s Fourth Market. 


Representatives 
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Joins Blatz Brewing To Chambers & Wiswell 

William W. Wadel, formerly in Sands, Taylor & Wood Company, 
the Milwaukee bureau of the As-| Boston, manufacturer of King Ar- 
sociated Press, has been appointed | thur flour, coffee and other prod- 
director of public relations of|ucts, has placed its advertising 
Blatz Brewing Company, Milwau-| with Chambers & Wiswell, Bos- 
kee. | ton. 


Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 
*NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 

14,000 CCA Circulation 


Pore, aa 


Extend Contest 
Series for Pal 
Peanut Butter 


Cuicaco—The “Cocker Spaniel 
a Day” campaign conducted by 
Martin Food Products, Inc., for 
Pal Homogenized peanut butter 
here recently is being expanded 
to four other midwestern cities, 
Minneapolis, St. Paul, Des Moines 
and Sioux City, Ia. 

With half-page space in local 
dailies, Martin, maker of Lady 
Corinne preserves, is using the 
tried and true limerick appeal in 
three weekly ads in each City. 
Winners of the limerick contests 
get a cocker spaniel apiece. Pre- 
viously Martin mailed free-sample 
postcards to housewives, plus 
other direct mail pieces. 

Results indicate that Pal pea- 
nut butter probably will be pro- 
moted with the same campaign in 
other cities. 

Newby & Peron, Chicago, is the 
agency. 
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‘Parade’ Names Bowers 


W. V. Bowers, food product ad- 
vertising specialist in New York 
since 1929, most recently with 
American Magazine, has joined 
Parade as Eastern sales manager. 
Mr. Bowers has previously been 
with Delineator and Liberty. Si- 
multaneous with this appointment, 
Parade has named as vice-presi- 
dents Frederic F. Stevenson and 
Walling Minster, both members 
of the staff since 1941. 


RCA Promotes Smith 
Theodore A. Smith, who joined 
the technical and test laboratories 
of Radio Corporation of America 
in Van Cortlandt Park, N. Y., in 
1925, has been promoted to gen- 
eral sales manager of the engi- 
neering products department, with 
headquarters in Camden, N. J. 
Since 1943 he has been sales man- 
ager of communications and elec- 
tronic equipment of the RCA en- 
gineering products department. 


Savage Joins WCOP 

Mary Ann Savage has joined 
the promotion department of Sta- 
tion WCOP, Boston. 


THIS IS NEW YORK 


. Parkchester Housing Development with a population greater 
_ than Tucson, Arionza, emphasizes sunlight and convenience, 
covers 130 acres of metropolitan New York with 51 apartment 


buildings and 22 recreational areas. 


338,700 trees, shrubs 


and plants, 110 million bricks, 120 million pounds of structural 


steel compose this mammoth city within a city. 


Park- 


chester houses the middle-income family, is a model for 
future projects and has 171 rooms for baby carriages alone. 


Fairchild 
Aerial 
Surveys, 
Iric. 


ol-American 


fluences buying- 
iw Give your produc 


+ the 


You need newspapers to sell New York 


United Wallpaper 
Begins Consumer, 
Trade Drives 


Cuicaco— United Wallpaper, 
Inc., with its subsidiaries, the 
Trimz Company and Varlon, Inc., 
is starting campaigns in consumer 
and trade publications which, in 
the aggregate, will be one of the 
most extensive in the field of 
home decoration. 

For its “Style Album” carrying 
a completely new selection of 170 
wallpapers, United will run, dur- 
ing September and October, four- 
color, full-page copy in Better 
Homes & Gardens, Cosmopolitan, 
Good Housekeeping, Ladies’ Home 
Journal and Liberty. In addition 
ads will run in nine _ business 
papers. For its dealers, United is 
offering complete dealer help kits, 
including material for window 
displays, mat services, radio 
script and news stories for local 
papers. 

Trimz Company will promote its 
ready-pasted wallpaper in Sep- 
tember, October and November 
issues of American Home, Better 
Homes & Gardens, McCall’s, Par- 
ents’ Magazine, Successful Farm- 
ing, Sunset, True Story, Woman’s 
Day and Woman’s Home Com- 
panion, using four-color pages. 
Trade publications also will tell 
the Trimz story. 

Varlon, Inc., whose Varlar, a 
stainproof wall covering, will be 
in production this fall, will run 
copy in September, October and 
November issues of 20 business 
papers reaching hospitals, build- 
ers, architects, etc. 

Trimz is offering paper draper- 
ies now in a limited number of 
designs. Although the product is 
not being advertised nationally, it 
is being sold in test markets in 
New York, Philadelphia and other 
eastern points. National copy is 
planned later. 

MacFarland, Aveyard & Co., 
Chicago, is the agency. 


Bellows Will Handle 
Dolfi French Cordials 


Dolfi French Cordials, Stras- 
bourg, France, one of the largest 
distillers of cordials in Europe, 
has appointed Bellows & Co., New 
York importer and wine merchant, 
as exclusive United States agent. 
Albert Frank-Guenther Law, Inc., 
New York, is readying an adver- 
tising campaign for national maga- 
zines and business publications. In 
addition to direct sale, Bellows 
will introduce a two-bottle gift 
box which will contain a Dolfi 
cordial and a bottle of another 
item of the Bellows line. . 

First Dolfi shipments already on 
the way from France include green 
Creme de Menthe for after dinner 
frappes, white Creme de Menthe 
for cocktails, raspberry liqueur, 
apricot liqueur, tangerine and 
Curacao Triple Sec. Later ship- 
ments are expected to include 
Dolfi La Pruna, a plum quetsch; 
Kirsch Dolfi, distilled from wild 
Alsatian cherries; Mirabelle Dolfi, 
from wild plums; Framboise, a 
wild raspberry brandy, and Man- 
darine, an orange liqueur. 


Dairy Group to Meet 


National Dairy Council will hold 
its annual meeting Jan. 29-31 at 
the Hotel Traymore, Atlantic City. 


NO USE TURNING 
CUSTOMERS AWAY 


And at ven war if You 
° us at. 
There’s a 7 billion Manufacture 
dollar market you and Sell 
could encouragej COSMETICS 
simply by letting 
these people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
denee, good will and regular patronage. 
But whether your product is cos- 
metic, f , drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 
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Imperial Glass 
Maps Fall Drive 
for Its Crystal 


(Picture on Page 81) 

BELLAIRE, O. — Imperial Glass 
Corporation’s plans to step up 
production and sales of its table 
crystal throughout the remainder 
of 1946 are set forth in a new 
portfolio being sent to retailers 
throughout the country. 

The plans revolve about four- 
color page advertisements and 
smaller units scheduled to run on 
a staggered schedule in Better 
Homes & Gardens, Bride’s Maga- 
zine, Gourmet, Guide - for - the - 
Bride, Holland’s, House & Garden, 
House Beautiful, Ladies’ Home 
Journal and Sunset. The company 
also is introducing a series of 
miniature folders to be spot- 
packed in future shipments of Im- 
perial crystal, which it claims is 
“another Imperial first.” 

Its trade messages are to appear 
in American Glass Review, China, 
Glass and Decorative Accessories, 
Crockery and Glass Journal, Gift 
and Art Buyer and Retailing Home 
Furnishings. These will inform 
dealers about Imperial’s produc- 
tion problems, advertising and 
promotion plans, and supplemen- 
tary services such as counter cards 
and reprints of magazine ads, 
newspaper ad service and mats, 
radio copy for store use, catalogs, 
pick-up folders and identification 
easels. 


Biggest Shipments Seen 


Shipments of Imperial’s newly- 
designed Cape Cod line will be 
increased during the remainder of 
the year, retailers are told, and 
the company expects it soon to 
equal the already established Can- 
dlewick line in volume sales. 

In a special “Blue Print of Im- 
perial Philosophy,” Carl Gustkey, 
president of Imperial, says the 
company during the past year em- 
ployed an independent research 
foundation to contact manufac- 
turers who offer dining room mer- 
chandise, and learned that “their 
faith in the dining room is firm.” 
It has been proved, he added, that 
adequate house space for dining 
is still a “must,” and those who 
suggested the complete relegation 
of dining to the kitchen have been 
“barking up the wrong tree.” Im- 
perial, he says, is going “to pro- 
ceed vigorously on her charted 
course of contributing to gracious 
living.” 

Imperial maintains a factory 
showroom here, as well as perma- 
nent showrooms in New York, 
Chicago, Denver, Portland, Seattle, 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad - Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


& 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 1] © 
Phone WHitehall 2300 


A Complete Day and Night Service 
fer Advertisers and 
Advertising Agencies 


Spokane and Los Angeles, and 
plans to have district representa- 
tives present at all possible trade 
shows. 

Gutman Advertising Company, 
Wheeling, W. Va., is the agency. 


Appoints Thompson 

Andrew Thompson, formerly 
with Hewitt-Robins, Inc., has 
been appointed sales manager of 
mill supplies of Bickford & 
Francis Belting Company, Buffalo. 


Zenith Offers 
FM Table Model 


Cuicaco—Zenith Radio Corpo- 
ration has achieved limited pro- 
duction of its new FM-AM table 
model radios, believed to be the 
first postwar FM table models 
available. 

The new radio, which needs no 
antenna, is being offered in black 
plastic, at $58.35 (including fed- 
eral tax), $61.85 for white plastic 


and $74.00 for walnut. While the 
supply is limited, the new sets 
are being spread as much as pos- 
sible through dealers from coast 
to coast. 

Zenith plans no special promo- 
tion for the new model. Exactly 
how many have reached consumers 
Zenith will not disclose. 


Admen Name Matlack 
Jack Matlack, director of ad- 

vertising of J. J. Parker theaters, 

has been appointed president of 
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the Oregon Advertising Club, 
Portland, for the unexpired term 
of Vernon R. Churchill, who re- 
signed effective Sept. 1. 


Louise Homer Moves 


Louise S. Homer, for two and 
a half years sales training director 
for Allied Purchasing Corpora- 
tion, New York, has joined Gen- 
eral Service Publishing Company, 
New York, publisher of depart- 
ment and specialty store personnel 
training services and visual train- 
ing programs. 


ELECTRICAL SOUTH 


ESSENTIAL FOR COMPLETE 


SOUTHERN HARDWARE 
SOUTHERN BUILDING SUPPLIES 
SOUTHERN POWER & INDUSTRY 


W.R.C. SMITH PUBLISHING CO. 
Grant Bidg. * Atlanta 3, Ga. 


30.65% of U. S. Cars 


SAJ CIRCULATION 
10% . 
Greater Than 1945 


SAJ’s net paid circulation — 
20,589 ABC — blankets the South 
and Southwest... reaching prac- 
tically all jobbers and distribu- 
tors, and the large majority of 
car dealers, garages and service 
stations...and it’s growing every 
month. 


NATIONAL COVERAGE 


No other automotive publication 
er combination of publications 
will give you SAJ’s blanket cov- 
erage of the 19 Southern and 
Southwestern states. 


Now REGISTERED IN THE SOUTH and SOUTHWEST 


9,148,070 vehicles . . . 30.65% of the nation’s total... are 
operating in the 19 Southern and Southwestern states 
blanketed by Southern Automotive Journal. They’re respon- 
sible for 30.64% of the country’s automotive sales and 
service volume. 


RETAIL SALES INCREASES 
AVERAGE 92.95%, IN 
THE SAJ MARKET 


According to U.S. Census, Southern and 
Southwestern 1945 Retail Sales show an 
increase of 92.95% over 1939, compared 
with 66.28% outside the South. 


pg 


28°% MORE ADVERTISING 


More and more advertisers (631 pages first 
half this year against 495 pages last year) — 
are building sales volume in the active South- 
land automotive market through the well-read 
pages of SAJ, leader in its field for 26 years. 


PUBLICATION 
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‘Youngsters’ Ask Chance 
to Prove Their Worth 


To the Editor: Recently a 
group of so-called “young adver- 
tising fledglings” resurrected an 
ageless problem which according 
to those in the know in advertis- 
ing has never been solved. Seem- 
ingly no one in the know par- 
ticularly wants to solve it, either. 

These “fledglings” fall into the 
21 to 26 age bracket. Almost all 
are veterans of three years’ serv- 
ice or more. All are now attend- 
ing college part time while work- 
ing in the field during the day. 
Like the writer they all anticipate 
reasonable advancement in ad- 
vertising by reason of their abil- 
ity, which is being considerably 
enhanced by virtue of their edu- 
cation. However, they find that 


This department is a reader’s forum. Letters are welcome. 


the “oldsters” still use the old 
rebuff .. . “come back when you 
have more experience.” Quite 
frankly you can’t get advertising 
experience when you are flying 
combat missions, storming a beach 
head, or manning ships in com- 
bat. 

Not a sensible veteran today 
wants any favors. He only wants 
any opportunity to prove his 
worth to an employer in adver- 
tising or any other field. 

The fact that many of the vet- 
erans who are now in advertising 
are going to college part time 
should be proof enough that they 
are more than casually interested 
in advertising. Isn’t that right? 

One of the chaps “hit the nail 
on the head” when he came up 
with this idea. “When you 
haven’t got enough experience, 


you are too young. When you’ve 
got enough, you are too old.” The 
“oldsters” quite conveniently for- 
get that if they had not been given 
an opportunity to prove their 
worth when they were young they 
wouldn’t be where they are today. 

Let’s hear what the “oldsters” 
have to say! 

ADVERTISING FLEDGLING, 


Chicago. 
vveeg? 
A Change of View 


To the Editor: In your issue of 
Aug. 26, the author of your Crea- 
tive Man’s Corner, in commenting 
on a recent Southern Pacific Line’s 
advertisement that took a crack 
at the airplanes’ advertising, states 
in part “Some of the very best 
advertising during the war came 
from the railroads.” ‘ 


A LITTLE EXTRA EFFORT 


OFTEN GETS A BIG 


RESULT! 


stations we represent. In fact, it doesn’t attempt to “sell” any par- 


ticular stations at all. 


It does give you down-to-earth, double-checked figures on the costs of 
spot-broadcasting, as compared with newspapers, magazines, and net- 
work radio. It does contain facts which may completely change your 


ideas of media values. 


As one very important executive writes us, “It is the most valuable 


“Radio—One-Quarter Century of Progress” is a tangible example of 
extra effort here at F&P. It doesn’t contain sales-talk or data on the 


analysis I have ever seen.” 


If you haven’t received a copy, ‘phone or write. You'll be glad you did. 


FREE & PETERS. rnc. 


e < \\) Pioneer Radio Station Representatives 


Franklin 6373 Plaza $-4130 


Since May, 1932 


Cadillac 1880 Sutter 4353 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE wcBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wesc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH-SUPERIOR WDSM 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
RALEIGH WPTF 
ROANOKE woBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE WFBL 
TULSA KTUL 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT:645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Hollywood 2151 _ Main $667 


I could not help but smile when 
I read that statement. In your 
issue of Aug. 7, 1944 you reprinted 
a letter that I wrote to you taking 
that gentleman to task for his 
statement in a previous issue that 
“railroad copy (is) for the most 
part the most boastful and tire- 
some in the business.” All of 
which just goes to show that 
changing one’s mind is not always 
confined to the gentler sex. 

R. C. MacLE.ian, 
Advertising Manager, The 
Baltimore and Ohio Railroad 
Company, Baltimore. 


7 = F 


It Aint Hay 
To the Editor: Just in case it 
missed your eye, here is the 
Lincoln automobile ad appearing 
in the August issue of LaHacienda. 
I think the upper half of the 


translated heading is quite ap- 

propriate with the illustration of 

the 5,000 dollar Lincoln Continen- 

tal. 

EDWIN T. MOFFETT, 
Bethlehem, Pa. 
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Wanted: A Manufacturer 


To the Editor: I’ll bet one of 
four columnists will get a kick 
out of item No. IEN-8205 from the 
July issue of Industrial Equipment 
News, under “I wish I had.. .” 

“NEW PRODUCT ...I wish I 
had a manufacturer for my pat- 
ented sound-actuated relay for 
control of equipment operation. 
An example of its application in 
my own home is on my radio. I 
clap my hands when a commercial 
starts and the radio goes silent. 
When I feel that the commercial 
has ended I clap again and the 
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radio resumes. I have not heard 
a commercial in years.” 

At least we can be sure he 
wouldn’t use radio as a medium if 
he finds a manufacturer and be- 
gins advertising. 

Every issue of AA is thoroughly 
enjoyed. 

EDGAR W. FEHRMANN, 
Industrial Advertising Man- 
ager, George Koch Sons, Inc., 
Evansville, Ind. 


7. 3 @ 


Urges Drive to Promote 
Veterans’ Good Deeds 

To the Editor: Since my return 
to civilian life, I have noted a 
tendency which bodes no good for 
the amicable relationship between 
veterans and non-veterans. 

You can pick up almost any 
daily paper and find a headline 
or sub-headline to this effect: 
“Veteran Involved in Robbery,” 
“Ex-G.I. Guilty of Assault,” “Vet- 
eran Riot Marks Election Disor- 
ders.” These are but a few of 
the examples of many. Frankly 
they bother me. 

It seems to me that publicity of 
that nature is doing no good for 
either the veteran or the man who 
through good fortune, hard luck 
or good management did not man- 
age to serve in the armed forces 
during the recent unpleasantness. 

It occurred to me that a maga- 
zine with as wide a following as 
yours in the advertising and pub- 
licity field could go a great way 
towards correcting this abuse of 
a veteran’s status. 

What does it matter if a robbery 
was committed by an honorably 
discharged veteran? It seems to 
me that his service to his country 
has little bearing on the present 
crime for which he is charged. 
Unquestionably the man, if he is 
guilty, was not thinking of his 
status when he committed the 
crime. He is now a citizen of 
these United States, the same as 
everybody else. Why then, make 
an issue of the fact that he was 
a veteran any more than you 
would if the man were a Presby- 
terian, a brick-layer, a soda jerker 
or a politician? 

Search as I will, I can find no 
reference to any crime committed 
by 4-Fs and yet, I’ll bet you a 
good ticket to next year’s world 
series that the proportion of crimes 
committed by that group is as 
great, if not greater, than the pro- 
portion committed by veterans. 

Why not start a campaign to 
publicize the many good things 
which are done by veterans? I am 
not, in any way, trying to white- 
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wash what a veteran does or to 
recommend that he be given spe- 
cial privileges, but what I do say 
is that we should soft pedal a 
man’s status when he does some- 
thing bad, especially if he is a 
veteran. Why give a bad name 
to the majority of the 11,000,000 
veterans who served so honorably 
during this last war, by rushing 
into the newspaper with a printed 
denouncement by implication of 
veterans in general, when one of 
them falls by the wayside? I dare 
say that the percentage of crimes 
committed by non-veterans is a 
great deal larger than those com- 
mitted by veterans. 

This letter in no way means 
to infer that your paper is guilty 
of any of the above. On the con- 
trary, you have always been a 
leader in honest and purposeful 
reporting. 

RosBeErT S. Buss, 

Sales Promotion & Advertis- 

ing Manager, Dresser Mfg. Di- 

vision, Bradford, Pa. 

. ¥ 


Dayton Power & Light 
Runs ‘A. W.’ Series 


To the Editor: Here’s a man 
who has already done it! 

The Association of National Ad- 
vertisers is discussing the need of 
“convincing the people to see 
business the way U. S. business 
sees itself.” 

The U. S. Chamber of Com- 
merce is sponsoring a campaign to 
promote “American Opportunity.” 

Kenneth C. Long, president and 
general manager of Dayton Power 
& Light Company, Dayton, O., 
agrees. He’s already done it. 

Beginning in Dayton news- 
papers (and expanding into other 


a we 
cog Rt American Way 


<r YMS DAYTON POWER AMD LIGHT COMPANY. 


communities later), Long will 
launch a series of 12 advertise- 
ments on the American Way of 
Life. These advertisements are 
the projected thinking of a prac- 
tical business man whose attain- 
ments are representative of Ameri- 
can initiative and endeavor. Re- 
prints or mats of the ads will be 
made available to any business 
executive or newspaper in Amer- 
ica. 

This series of advertisements, 
we believe, will set a new high in 
the efforts of business to interpret 
business thinking to the general 
public. 

Huco WAGENSEIL, 

Hugo Wagenseil & Associates, 

Dayton. 

— wo SD. 
Beauticians Want 
Cold Wave Story 

To the Editor: Permission is re- 
quested to reprint in the Beauty 
Salon Reporter the article “Cold 
Wave Makers Unite to Protect Big 
Markets” by John Miller, which 
appears in the Aug. 5 issue of 
ADVERTISING AGE. Proper credit 
lines will of course be given. . . 
For your information, Beauty 
Salon Reporter is the official pub- 
lication of the American Beauti- 
cians Association. 

M. Davin CLAVNER, 

General Manager, American 

Beauticians Association, Los 

Angeles. 


‘Tribune’ Pulls 
Farther Away in 
‘First 50° Race 


New YorkK—Running 2,500,000 
lines of advertising in July, the 
Chicago Tribune pulled farther 
away from other newspapers in 
the “First 50” group of top linage 
papers in the U. S., Media Records 
reports. The Tribune carried 16,- 
890,919 lines from January through 
July. 

The New York Times held onto 
its second place position among 
daily and Sunday newspapers, 
adding about 2,000,000 lines to 
bring its seven-month total to 
15,290,325 lines. 

Still third, the Detroit News 


carried slightly more than 2,000,- 
000 lines in July to bring its 1946 
total to 14,951,506 lines. The Bal- 
timore Sun ranks fourth with 14,- 
722,362 lines; Washington Star 
fifth, 14,226,332 lines; Philadelphia 
Inquirer sixth, 13,476,748 lines; 
Milwaukee Journal seventh, 13,- 
458,548 lines; Dallas Times-Herald 
eighth, 13,120,522; Miami Herald 
ninth, 13,085,777, and New York 
Herald Tribune tenth, 12,707,365 
lines. 

The Houston Chronicle, which 
ranked seventh during 1945 but 
dropped to 28th place because of 
the May-June loggers’ strike (AA, 
Aug. 19), now ranks 25th, with 
10,123,827 lines. 

The Chicago Tribune still leads 
all other morning newspapers, its 
weekday linage for seven months 


totaling 10,308,434 lines. The 
Washington Star tops afternoon 
dailies, carrying 10,482,717 lines 
through July. 


Heads American Optical 


Charles O. Cozzens, vice-presi- 
dent of American Optical Com- 
pany, Southbridge, Mass., has been 
elected president, succeeding 
George B. Wells, who will serve 
as a member of the board of 
trustees. 


Start New Company 


Fleishman, Hillard & Associates, 
3607 Olive St., St. Louis, has been 
formed by Alfred Fleishman and 
Robert E. Hillard, both active in 
local public relations activities. 
The new firm will be affiliated with 
Krupnick & Associates, St. Louis 
agency. 
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To R. E. McCarthy 


R. E. McCarthy Advertising 
Agency, Tampa, Fla., has been 
named to handle the advertising 
of DeSoto Chemical Company, Ar- 
cadia, Fla., manufacturer of Gator 
roach hives. National magazines, 
newspapers and business papers 
will be used. 


Reopens L. A. Office 


Western Advertising, San Fran- 
cisco, has reopened its Los An- 
geles office at 645 S. Flower St. 
Brian Harvey, advertising man- 
ager, is in charge. 


KCRA Appoints Weed 


Weed & Co., New York, has 
been appointed exclusive national 
representative of Station KCRA, 
NBC Sacramento, Cal., station. 
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Cotton —— Allocated BUYS. HAMPTON 


Te eeoa sere ee ARAGON-BALDWIN. © 

“5 GOSSETT MILLS HOLDERS WILL GET ©. 90 
CONTROL ACQUIRED INTEGRATION PLAN °° = 

BY TEXTROM INC). ow. 


. Makeup‘a Month 


19 Pievers Stoppapy of Mea’s Suit Dritecies + 
te te te ast 


paper... DAILY 


When you plan to address 
the textiles, men’s and boys’ 
wear, and domestics fields as a 
group, you must actually reach 

seven interrelated links in the mer- 
chandising chain. Although these 
seven links have different methods 
of operation, different business out- 

looks, different problems . . . they are 
interdependent... and all read one 


Only in the RECORD does each get vital, 
executive-caliber news of its particular 


NEWS RECORD! 


sphere of operation as well as news of the 


industry as a whole. And only in the 
RECORD can you reach all seven... from 
producer-to-retailer . . . with a single ad! 


CONVERTERS 


and FINISHERS 


DAILY NEWS RECORD - WOMEN S WEAR DAILY - RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 


RETAILERS 


WHOLESALERS 


News Record 


FAIRCHILD PUBLICATIONS 
FAIRCHILD BUILDING—NEW YORK 3, N. Y. 
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Duty on Odd-Size Newsprint 
Rolls May Halt Shipments 

WASHINGTON—Now that news- 
print is no longer under govern- 
ment control, publishers are find- 
ing it hard to convince the Cus- 
toms Bureau that odd-sized rolls 
should continue to come in from 
Canada free from the normal $7 
per ton duty. 

During the war the Customs 
Bureau had granted a waiver in 


By STANLEY E. COHEN, Washington Editor. 


order to encourage shipment of as 
much paper as possible, but as 
soon as final inventory controls 
over newsprint were lifted in 
July, the powers-that-be felt it 
was time for normalcy. 

Publishers will continue to get 
regular newsprint duty free, but 
they fear that perhaps 30,000 tons 
of odd size, but usable paper, will 
be lost, for OPA ceilings do not 
allow for the extra cost that would 


be involved in shipping it. 

Since the mess stems from the 
fact that newsprint is no longer 
on OPA’s critical list, J. Hale 
Steinman, last chief of the print- 
ing and publishing division, has 
intervened to see whether he can’t 
get a letter drafted which will 
explain that newsprint, though 
uncontrolled, is in perilous supply. 

* * * 

Despite pressure to trim gov- 
ernment spending, the President 
and the Budget Bureau will prob- 
ably recommend basic manufactur- 
ing and business censuses next 
year, but unless marketing groups 
take more interest than they have 
in the past, it will be hard going 
in Congress. With business or- 
ganizations conspicuously indiffer- 
ent during the past two years, 
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Census Bureau was virtually alone 
in facing members who felt it 
wise—and politically safe—to 
economize on statistics. 

+ * * 


Trade practice rules for the 
masonry waterproofing industry 


‘which became effective Aug. 31 


were ground out by FTC in some- 
thing like record time. Marking 
the first instance where negotia- 
tions were instituted at the com- 
mission’s own initiative, the “code” 
was written after FTC invited 150 
manufacturers and hundreds of 
supply houses and contractors to 
a meeting here July 18. 
* * * 


Few industries have used anti- 
trust immunity under the Webb- 
Pomerene Act to set up centralized 
sales organizations and _ other 


é 
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| er RIGHT — another fifty million 
dollars a year was added to payrolls of 
Washington, D. C., effective July 1, 1946! 
The Civil Service Commission considers that 
a conservative estimate of the effect of the 
Federal Pay Act of 1946 on pay checks of 
classified Government employes in D. C. 
alone. This brings the Civil Service portion 
of D. C. payrolls to $450,000,000 for the 
next fiscal year. 


That’s a lot of payroll for any city, but it 
does not include D.C. payrolls of thousands 
of non-Civil Service Government workers 
nor military personnel stationed in Wash- 
ington. It is exclusive also of private pay- 


IN WASHINGTON .. . 


THEY BUY IT 


rolls in Washington, which equal 53% of 
Government payrolls and are steadily 
climbing, according to independent esti- 
mates made in February 1946. Thus, at a 
time when many other great markets are 
afflicted with strikes, shutdowns and missed 
pay days, Washington continues to flourish 
as the Nation’s most inviting market for ali 
kinds of nationally advertised products. 


WHEN 


IT'S ADVERTISED 


IN THE STAR 


economies for export selling, the 
Senate small business committee 
finds. A report that has few kind 
words for the statute or its en- 
forcement, it says that anti-trust 
immunity for export purposes has 
often tempted competitors to fix 
prices, split markets and commit 
other irregularities at home. 
* k * 


Aware that the drive for 2,700,- 
000 low-cost dwelling units is 
lagging, housing chief Wilson Wy- 
att has controlled 28 additional 
materials, bringing his list to 58, 
and cut commercial building per- 
mits from $48.8 to $35 million 
weekly. Wyatt forces find builders 
reluctant to use priorities. Build- 
ers prefer to “shop around” rather 
than put pressure on “friendly 
sources of supply” by placing 
dealers under compulsion to de- 
liver. 

o h og 

Trade associations and colleges 
will be encouraged to hold “busi- 
ness institutes” and to do tech- 
nical and market research work 
for independent business men, 
under the program of the man- 
agement division of Commerce De- 
partment’s office of small business. 
The unit, headed by Wilford 
White, will also document, on a 
“case” basis, causes of business 
success and reasons for failure. 

* * * 


Of $9,000,000 of drugs, cos- 
metics and similar products 
plowed back into commercial 
channels by War Assets Admin- 
istration, $1,816,000 went to gov- 
ernment units and other high 
priority buyers. Their purchases 
included virtually all the soap 
and soap products and most of the 
tooth paste, shaving cream, cos- 
metics and toiletries. WAA thinks 
it still has about $30,000,000 of 
these products on hand. 

* * * 


The long arm of the FTC was 
extended during the week to 
Ralston Purina, which is accused 
of being a bit boastful about the 
properties of Purina Startina 
poultry feed. This is the second 
time Ralston Purina has become 
involved with a government 
agency since Alfred Schindler, its 
former sales manager, became 
Undersecretary of Commerce. 
Earlier it had OPA trouble—and 
won. 


NRDGA Names See Head 


of Display Committee 


The National Retail Dry Goods 
Association has appointed Arthur 
See, publicity director of Saks- 
34th Street, New York, chairman 
of the advisory committee to help 
establish policies and procedures 
for a display research project the 
association will sponsor. The pro- 
ject will be undertaken by the 
New York University School of 
Retailing under the direction of 
Howard M. Cowee there. A pre- 
liminary report will be presented 
at the next association convention. 

Other committee members in- 
clude Carl Haecker, display direc- 
tor of W. T. Grant Company; John 
Pearl, publicity director of Hearns; 
Sidney Ring, display manager of 
Saks-Fifth Avenue; Samuel Blum, 
display manager of Blooming- 
dale’s; Albert Bliss, a member of 
the staff at New York University, 
and Howard P. Abrahams, man- 
ager of the NRDGA sales promo- 
tion division. 


Howe Heads Design 


Walter L. Howe, with Lakeside 
Press, R. R. Donnelley & Sons, 
Chicago, for the past 12 years as 
designer except for three years in 
the Army air forces, has been ap- 
pointed director of the design and 
typography department, succeed- 
ing the late William A. Kittredge. 


Joins Gretsch, Movray 


Bert S. Mitchell, general sales 
manager of Son-Chief Electrics, 
Winsted, Conn., has joined Ralph 
Gretsch and Sig Movray, manu- 
facturers’ representatives. He will 
also continue his duties at Son- 
Chief. 
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Juicy Fruit Gets 
Top Ad Billing, 
Yellow Wrapper 


(Picture on Page 81) 

Cuicaco—Juicy Fruit chewing 
gum is back on the market after 
enforced absence during the war, 
and this week gets its own sepa- 
rate ad drive for the first time in 
history, 

Wm. Wrigley Jr. Company has 
dressed Juicy Fruit in a new yel- 
low wrapper with a simpler de- 
sign. Throughout the U. S., be- 
ginning tomorrow, car cards and 
posters on all Wrigley locations 
will feature the new package, with 
the advertising slanted to appeal 
to young people. 

This month Juicy Fruit will 
compose three-fifths of Wrigley’s 
shipments to distributors. The re- 
mainder will be Spearmint, which 
the company will continue to ad- 
vertise on its half-hour Gene 
Autry show, heard Sunday eve- 
nings over CBS. Wrigley’s Double- 
mint is still off the market. 


Cuts Spearmint Delivery 


Phil K. Wrigley, president, ex- 
plained that original plans to 
treble the supply of Spearmint 
shipments over prewar averages 
were snafued by inability to ob- 
tain an increase in supply of oil 
of spearmint. Finding that output 
of this product could not be in- 
creased rapidly, Wrigley in July 
reduced shipments of Spearmint 
to two times the prewar level and 
now has reduced these shipments 
to the prewar rate. This, Mr. 
Wrigley says, balances present re- 
ceipts of oil of spearmint. 

The trade has also been in- 
formed that Juicy Fruit cannot be 
shipped in greater quantities at 
present because of the sugar 
shortage. This brand requires 
more sugar to produce than other 
Wrigley brands. 

Wrigley spokesmen informed 
AA that the new yellow package 
for Juicy Fruit blends itself much 
better to illustration in advertising 
and “harmonizes better with the 
other brands for counter display 
purposes—not important now, but 
it will be in the future.” 

Arthur Meyerhoff & Co. here 
handles the advertising in car 
cards, and Charles W. Wrigley 
Company handles outdoor adver- 
tising. 


Henderson Agency 


Jim Henderson Advertising 
Agency, 504 News building, Green- 
ville, S. C., has been formed by 
Jim Henderson, formerly account 
executive of Curt Freiberger & 
Co., Denver, to provide a general 
agency service, 


Bacharach Opens Agency 

David F. Bacharach has opened 
the Bacharach Advertising Agency, 
Danbury, Conn. 


- PEACE-TIME 


OIL BOONS 


WHEN our Air Forces asked for 100-octane 
gas, no one thought it could be produced 
in adequate quantity. What was needed 
most was equipment. To the everlasting 
Ke credit of manufacturers, the impossible was 
accomplished and two significant peace- 
time boons resulted: 
(1) A higher standard of gas for your 
Ww car; (2) A $3 billions equipment-want to 
bring all refining processes up to the new 
standard. The detailed facts will be sup- 
plied by our nearest representative. 


PETROLEUM REFINER 
ston New York Cleveland 
_ Chicago Tulsa Los Angeles 
eRe oo ni RE RR 


Brunswick Names Morrill 


Paul Morrill, formerly assistant 
advertising manager of the Deep- 
freeze division of Motor Products 
Corporation, North Chicago, II11., 
has joined Brunswick-Balke-Col- 
lender Company, Chicago, in the 
same capacity. 


Names Yankee Service 


Junior College of Commerce, 
New Haven, Conn., has placed its 
advertising with Yankee Writing 
Service, Guilford, Conn. 


Calkins Buys Daily 
Stanley W. Calkins has pur- 
chased the Times, Beaver, Pa., 
from E. L. Freeland, marking the 
fourth daily to be operated by Mr. 
Calkins. Other papers are the 
Herald and Standard, Uniontown, 
Pa., and the Times, Aliquippa, Pa. 


Discontinues Ad Staff 


Forest Products News, published 
by Miller Freeman Publications, 
Portland, Ore., has discontinued 
its advertising staff for the dura- 


tion of metal shortages because 
the bulk of its revenue is derived 
from heavy equipment advertisers. 


Sterilizes Toy Package 


In packaging its line of Plexiglas 
infant toys, Mistletoe Plastics 
Company, New York, is using a 
process called Sterlilpakt, which 
is designed to free the toys of 
bacteria by subjecting them to 
sterilizing ultra-violet rays during 
packing. The playthings are then 
heat sealed in sterile cellophane 
containers, 


New revolutionary dye 
tronsfer process of producing 
sharp naturel color paper 
prints from eny trensperency 
or copy. Any quentity— 


4)0 TASTI2ST NIN 
MUrrey Mill 3-3892 


Represented Nationally by Paul Block and Associates 
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Relief on Prices 
Still Tough Under 
Revised OPA Law 


Producers Will Find 
Slow Going in Effort 
to Change Status 


WASHINGTON — Though Congress 
gave plenty of lip service to the 
need for prices which would re- 
lease a “flood of goods,” expe- 
rience under the new price con- 
trol act demonstrates that until 
the end of 1946, at least, it will 
remain difficult for producers to 
get anything OPA does not want 
to yield. 

Procedures which OPA is now 
issuing require complicated sta- 
tistical reports which will have 
the practical effect of permitting 
the agency to do just about what 
it pleases in selecting areas for 
decontrol or price adjustment dur- 
ing the remainder of the year. 

Fortunately OPA has decided to 
move resolutely ahead in making 
individual price adjustments and 
in decontrol, particularly for in- 
dustrial goods. The fact that July 
production of most _ industrial 
products was at or near all-time 
peaks is a sign that industry is 
generally finding that prices are 
not too bad. 


‘Mechanical’ Decisions 


Where the agency “has to be 
convinced” however, the going 
will be hard. With the act itself, 
the Department of Agriculture and 
the Decontrol Board all exercis- 
ing superior authority, OPA Chief 
Paul Porter says his organization 
has little choice but to collect fig- 
ures and issue practically mechan- 
ical decisions. 

Such a course, in disputed sit- 
uations, will call for comprehen- 
sive evidence of costs and prices 
to a degree where many industry 
leaders are concluding that the 
best course will be to await Dec. 
31, when OPA must release all 
items except those essential to 
living or business costs. 

Those who feel they have any 
reason to hope for decontrol at 
the end of the year shun the com- 
plicated job of proving that prices 
are below 1940 average cost plus 
industrywide average cost in- 
crease since then, for they must 
provide a mountain of cost and 
price data from books and records 
of each firm selected as a sample 
of the industry. 

Except for products prominent 


ANY TOWN, 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


on the BLS index of living costs, 
industry’s attention centers on 
OPA’s new Decontrol Division, 
and the procedure for proving that 
supply and demand are sufficiently 
balanced to warrant prompt re- 
lease of the product. 


Require Definite Proof 


On paper at least, OPA is ready 
to hear industry advisory com- 
mittees who have such a Case. 
But here again the proof required 
is such that the radio manufac- 
turers, for example, doubt that 
they can have a case prepared and 
processed before December. 

Before OPA will approve, the 
industry must analyze current 
production and demand, estimate 
demand at all levels of distribu- 
tion, and provide impartial sur- 


veys of raw material, labor and 
geographic distribution. 

It must demonstrate that “those 
who buy the commodity for their 
own use at the existing ceiling 
prices do so with the same facility 
and width of choice they had be- 
fore the development of wartime 
pressures, and that this is not a 
purely fleeting condition, but one 
with a reasonable likelihood of 
continuing.” 


Procedure to Change 


If OPA rejects an industry de- 
control position, it may be taken 
to the Decontrol Board. After 
Dec. 31, the Decontrol Board will 
hear any industry advisory com- 
mittee that feels its product is not 
important to the cost of living. 

Generally, it is argued that price 
adjustments under the new act 
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have been inflationary, in the 
sense that they have made little 
or no contribution to production. 
Indeed, it is said they have raised 
the possibility of a new series of 
strikes. 


Distributors Bear Burden 


To be sure, consumer durables 
have gone up sharply since the 
new bill went into effect, but in 
every case the increase remained 
with distributors, as OPA passed 
to the public adjustments which 
had been allowed manufacturers 
many months ago. 

Consumers may pay more than 
$2 billion above June 30 ceilings 
as a result of the new bill, but 
little of it will go as incentives to 
manufacturers who might other- 
wise have resorted to extra shifts 


and other production boosters. 

More than 20 classes of con- 
sumer durables were boosted sub- 
stantially as OPA conformed to 
the Wherry amendment relieving 
distributors of cost absorption. 
Washing machines were boosted 
7%, vacuum cleaners 7%, small 
appliances 4%, radios 3%; re- 
frigerators 6%. The swollen prices 
of automobiles jumped another 
7.3%. 

Farm equipment dealers re- 
ceived special relief. Previously 
granted increases in coal, tires, 
building materials and radio tubes 
were passed on to the public. 

Cotton textiles were increased 
twice, for a total of 15%. Many 
foods went up as subsidies were 
curtailed. Other foods were de- 
controlled. 


Adv 


WU... you don’t like to mingle in them. (Claustrophobia, some call it.) But when you've got 
something to se//—there’s nothing like a big one. (Traffic, sales managers call it.) 

Well, that’s exactly what Metro Group Gravure delivers for you—14,000,000 families in one 
single buy. 14,000,000 families spread across the nation—all of them with different tastes, different 


habits, different likes and dislikes. 


But all of them liking the Metro Group Gravure picture section that comes to them in their favorite 
Sunday newspaper—because each of these 25 picture sections is /ocally edited to their 


sectional interests. 


And that’s one big reason why they give each of these gravure picture sections the highest inside 
page traffic of any section of the newspaper—giving your advertising message the greatest 
assembled audience available in any medium today. 


By the way—have you heard the Metro Group Gravure story /ately? 
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Mrs. Patterson 
New ‘Daily News’ 


Board Chairman 


NEw YorK—Mrs. Eleanor Medill 
(Cissie) Patterson, publisher of 
the Washington Times-Herald, has 
moved actively into the New York 
newspaper field. She was elected 
board chairman of the Daily News 
Syndicate, Inc., publisher of the 
New York Daily News and Sun- 
day News, at a special directors’ 
meeting three days after the death 
of Roy C. Holliss, acting president 
of the syndicate (AA, Sept. 2). 

Mrs. Patterson thus stepped into 
the shoes of her late brother, Capt. 
Joseph Medill Patterson, founder 
and president of the News, who 


died May 26 (AA, June 3). His 
position was filled for a _ brief 
three months by Mr. Holliss, pre- 
viously News general business 
manager. Mr. Holliss was killed 
Aug. 29 in an auto crash. 

Mrs. Patterson and her cousin, 
Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune, own 
controlling interest in the Mc- 
Cormick-Patterson trust, which 
operates the Tribune, News and 
other newspaper interests. She is 
outright owner, however, of the 
Times-Herald, which she acquired 
in 1939 from William Randolph 
Hearst. 

The News Syndicate board, in 
addition to electing Mrs. Patter- 
son, named Richard Clarke, for- 
merly managing editor of the 
News, as secretary of the board 


and executive editor of the paper. 
F. M. Flynn, News business 
manager, was elected treasurer. 


Macy Names Ruth Moore 


Ruth Moore, editor-in-chief of 
Macy employe publications and 
executive in charge of special in- 
stitutional publicity, has been ap- 
pointed divisional advertising 
manager of home furnishings for 
R. H. Macy & Co., New York, 
succeeding Mary Reilly, resigned. 


‘ a s 
BW’ Names Ellington 
Business Week, New York, has 
appointed Ellington & Co., New 
York, to handle a special fall cam- 
paign to appear in 17 daily news- 
papers. Copy will feature a digest 
of the most significant articles in 
each issue of the magazine. 


J&] Makes Tek 
Separate Unit 


New BrRuNSwIcK, N. J.—John- 
son & Johnson has formed Tek 
Corporation, maker and distribu- 
tor of Tek tooth brushes and al- 
lied products, as a separate sub- 
sidiary, as part of its program for 
“decentralization for greater ef- 
ficiency,” according to Gen. Robert 
Wood Johnson, chairman of the 
board of J&J. 

Gen. Johnson believes. that 
groups of related products, which 
have “achieved sales volume large 
enough to make them economic- 
ally self-sufficient, are more effec- 
tively managed and promoted by 
specialized personnel.” New addi- 
tions to the Tek line will be in- 


Gravure 


Metropolitan Group 


THE NATIONAL NEWSPAPER NETWORK. 3:3 
EDITED LOCALLY FOR 14,000,000 FAMILIES 


“ 
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troduced next year. 

In direct charge of Tek Cor- 
poration is John F. Bales, execu- 
tive vice-president and general 
manager, for several years direc- 
tor of Tek tooth brush work with 
J&J. James J. Flood, appointed 
vice-president in charge of sales, 
has had wide experience in sales 
management. During the war he 
served as special assistant to the 
chairman of the Smaller War 
Plants Corporation. 


To Ad Bureau of America 


Advertising Bureau of America, 
New York, has been appointed to 
handle the advertising of Royal 
Products Company and Gift-of-the 
Month Club. Sunday newspaper 
magazine sections and mail order 
publications will be used. 


Appoints Ferrey 


E. E. Ferrey, formerly news 
editor of Station WHAS, Louis- 
ville, has been named assistant di- 
rector of public relations of Farns- 
worth Television & Radio Corpo- 
ration, Fort Wayne, Ind. 


Don’t Gamble 
With 16mm 
Headaches ! 


So you're going to make a 16mm. 
picture and you're rarin’ to go! That's 
swell. But wait a minute! Do you 
know the pitfalls that may lie ahead? 
Are you aware of the fact that it takes 
infinitely more than an idea, a story 
and a starry-eyed yen to make 16mm. 
pay off for you . . ..and maybe 
somebody else? 


Picture-wise clients of ours, with 
no wish to gamble and ironclad 
budgets to watch, say “You Telefilm 
people not only saved our lives, but 
proved conclusively that it takes 
highly-trained specialists to do the 
16mm. job right, the first time!” 
Yep, we know the temperamental 
16mm. camera like a mother knows 
her baby. That's probably the reason 
Telefilm Studios are the biggest, best- 
equipped and safest to deal with in 


America. So if you're going to do a 
sixteen, make it the sweetest sixteen 
modern science can turn out. 


Consult Telefilm Studios before 
you start shooting! Don’t go ahead 
blindfolded and handicapped, when 
every headache can be anticipated 
and ironed out in advance of run- 
away costs, retakes and other time 
wasters. You can draw on Telefilm 
for writers, cameras, shooting equip- 
ment, sound dubbing, printing, spe- 
cial effects, color . . . everything you 
need at Jess cost than you probably 
planned. We'll do it all for you, or 
with you, as you prefer, We can show 
you in checkable figures, nat guesses, 
why your 16mm. picture’ should be 
made the safe, sound, economical 
way iN... 


Hollywood l6mm Headquarters 


TELEFILM 


STUDIOS 


T° Joseph A. Thomas, Pres. 
6039 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF. 
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“The DIFFERENCE 


between this picture 


TAKES over 95,000 persons to fill the seats in the great Soldiers’ 
Field stadium on Chicago’s lake front, shown at right. 


Twice within a week last month, invitations extended by the Chicago 4 
Tribune filled them with the capacity crowds shown here. t 18 ra) (I 


On Saturday night, August 17, more than 95,000 men, women and 
children came to see and hear the 17th annual edition of the world’s 
greatest mass music assembly—the Chicago Music Festival, sponsored 
each year by the Chicago Tribune since the summer of 1930. All seats 
were sold out in advance at $1.25 per seat. 


Six nights later on Friday, August 23, another 97,380 jammed the 
stadium to see the Los Angeles Rams meet the College All-Americans in 
the 13th annual All-Star Football Game sponsored each year by the 
Chicago Tribune since the summer of 1934. All seats were sold out in 
advance at from $1.20 to $6.60. 


Profits from both events will push well past $2,000,000.00 the total 


produced by Tribune events for charity benefiting the underprivileged 
of all races and creeds thruout Chicagoland. an 


this one 


This long-term record of response underscores a relationship between 

a newspaper and its community which has important connotations for 
advertisers. It makes plain the close, personal relationship which exists 
between the Tribune and its readers—a relationship which helps to 
account for the greater returns enjoyed by those who build their Chicago 
advertising programs around the Tribune. 


The World’s Greatest Newspaper 


JULY AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 1,075,000—SUNDAY, OVER 1,450,000 
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Another 97,380 sports fans jammed Soldiers’ Field like this just six nights later on August 23 at the Tribune’s All-Star Football Game. 
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Slogan Firm Formed 


Slogans, Inc., 1734 Real Estate 
Trust building, Philadelphia, has 
been formed to supply slogans, 
trademarks, jingles, trade names 
and other advertising “gimmicks” 
to advertising agencies and adver- 
tigers on a free lance basis. Jack 
Schenkman, on the advertising 
staff of the Philadelphia Record, 
is head of the organization. As- 
sociated with him is Si Shaltz, 
head of Adelphia Associates, 


‘Vermont Life’ to Bow 

Vermont Life, a new magazine 
which will be sponsored by the 
Development Commission, Mont- 
pelier, Vt., will appear in Sep- 
tember. Walter Hard and Vrset 
Orton have joined the editorial 
board. 


No. | Publication 
in a No. | Market 


WwooD 
PRODUCTS 


For Detailed 
Reference Dota 
THE MARKET 


DATA BOOK 


Business Paper 


Ad Volume Drops 
5% for August 


Cxuicaco — Although advertising 
volume for August issues dropped 
5% below a year ago, total linage 
for 1946 to date in 174 business 
papers holds a modest .2% gain 
over the corresponding ’45 period, 
according to Industrial Market- 
ing’s monthly tabulation. 

The industrial group, with 107 
publications represented, showed 
the largest loss for August, 10.7%; 
with a total of 15,293 pages as 
against 17,125 a year ago. For the 
first eight months of 1946, total 
linage in these publications 
amounts to 127,769 pages, 6.8% 
less than the 137,141 pages carried 
in 1945. 

The export papers, with 13 re- 
porting, showed the only other 
decline for August, with ad vol- 
ume set at 1,178 pages, 5.4% less 
than the 1,245 pages carried a 


year ago. This group shows a 


“W 

e demand that big business give the 
people a square deal; in return we must insist that when 
any one engaged in big business honestly endeavors 


to do right he shall himself be given a square deal”’ 


— THEODORE ROOSEVELT 


Improvement in mat making has 
made tremendous headway within 
the past two decades. « Here at 
P & A through the processes of 
rejection and selection, both in 
materials and methods, we produce 
what we believe to be the best; the 
standard mat and the precision mat, 
each molded by direct pressure. 
The standard or lesser priced mat 
provides for line subjects and simple 
screens; the premium or highly coated 
precision mat for tone complexities 
and fine type. * To help solve your 
mat problems, phone us for samples 
or a representative if desired. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS * NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


Advertising Age, September 9, 1946 
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Portable Darkroom cupies floor space of approximately 
Alco Photo Supply Corporation, eight feet on each side and is 
fabricated ‘portable darkroom, | With plumbing, shelves, dry racks, 
complete except for the purely | an eight-foot stainless steel sink 
the “Blak-A-Zell.” Karl H. John-| “Filtair” air filter and space for 
son of Photo Engineering Com- | exhaust ~— 
pany, oligo designer, said 
e darkroom had several years of WINX Pre . 
practical tests before being put Heads Promotion 
into production. S. Ralph Dubrowin has been ap- 
Blak-A-Zell, selling at $495,| pointed director of promotion for 
comes knockdown in five crates | WINX, the Washington, D. C., Post 
and may be assembled in six hours | station. 
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LABOR SAVERS—Discussing the fine 
points of the new Akka Top-Flow auto- 
matic washing machine are, left to 
right: John W. Chamberlin, vice-presi- 
dent and director of sales, Appliance 
Corp. of America; John F. Horvath, 
vice-president in charge of engineer- 
ing, and George C. Graham, Ridge- 
wood, N. J., inventor. 


Appliance Corp. 
Unveils New 
Automatic Washer 


MILWavKEE — Akka Top - Flow, 
an automatic washing machine 
that drains from the top, has been 
unveiled here by Appliance Cor- 
poration of America, new company 
formed to manufacture major ap- 
pliances. Appliance Corporation, 
holding the Akka patents, and 
Barlow & Seelig Mfg. Company, 
Ripon, Wis., will manufacture the 
machine. 

Officials of the new company 
say the Akka is the first automatic 
washer that can be operated in a 
home without a water heater. 
They point out that about 60% of 
U. S. homes are not equipped with 
water heaters, and indicate they 
will concentrate on this untapped 
market. J. Walter Thompson 
Company, Chicago, will handle 
the advertising, which will not be 
mapped until production is further 
under way. 


Will Undersell Others 


John W. Chamberlin, vice-presi- 
dent and director of sales, points 
to low operating cost and sim- 
plicity of design as chief features 
of the Akka. He believes the 
Akka will sell for $30 to $100 
under other automatic types. It 
contains only 30 moving parts, 
compared with twice as many or 
more in competitive models. 

The machine washes, rinses and 
damp-dries up to 10 pounds of 
clothes within 22 to 30 minutes. 
Using 10 gallons of hot water 
(heated on a stove or otherwise), 
it washes and rinses clothes, drains 
automatically, cleans the clothes 
receptacle sphere and shuts off 
under its own power. 

Officers of Appliance Corpora- 
tion, besides Mr. Chamberlin, in- 
clude: Chairman of the board, 


Meet the people 


John C. Cleaver, president of 
Cleaver-Brooks Company; presi- 
dent, Fred V. Gardner, president 
of Fred V. Gardner & Associates; 
vice-president in charge of engi- 
neering, John F. Horvath, and 
treasurer, Milton L. Eppley, presi- 
dent of Midland Finance Corpo- 
ration. 


Le Roi Opens Branch 


Le Roi Company, Milwaukee, 
manufacturer of portable air com- 
pressors, engine generator sets and 


tractor mowers, has expanded its 
Birmingham, Ala., sales office to 
include full factory branch facili- 
ties. The Birmingham branch, 
which becomes the headquarters 
for the southeastern district, will 
be managed by C. B. Ball. 


Gaston Joins Tide Water 


Charles R. Gaston, recently re- 
leased from the Army air forces, 
has joined Tide Water Associated 
Oil Company (western division), 
San Francisco, to handle advertis- 
ing production. 


Ketter Joins Y&R 


John Ketter, formerly with Hud- 
son’s Bay Company and E. W. 
Reynolds & Co., Toronto, has 
joined the Toronto office of Young 
& Rubicam as account executive. 


To Carry Ben Hur Show 
All Don Lee network stations 
will carry the Washington, D. C., 
news commentary of Fulton Lewis 
Jr., which is sponsored by Ben 
Hur Products, Portland and Los 
Angeles, for Ben Hur coffee, spices 
and Golden West coffee. The 


broadcast is set for 52 weeks 
starting Sept. 16, ee: Cac 
Friday, 4-4:15 p.m., PST. Foote, 
Cone & Belding, Los Angeles, is 
the agency. 


CAR CARD ADVERTISERS! 
SEND FOR a 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MIMM. 
eee coi cereinnenmneetammesmeminemmatall 
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BRANCH OFFICES—52 Vanderbilt Avenue, New Yor 
East Wacker Drive, Chicago * 205 Globe-Democrat Buildi St. 
Louis © 1895 Monroe Drive, No. E., Atlanta * West Coast pre- 
sentatives: Simpson-Reilly, Ltd., Russ Building, San Francisco, Cali- 
fornia © Garfield Building, Los Angeles, California. ‘ 
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1919-20 Inflation 
Unlike That Now, 
Federal Bank Says 


Cuicaco—“It will be dangerous 
to rest estimates of the future 
course of business exclusively or 
even primarily” on the analogy of 
the 1919-20 boom and bust. At 
least eight important differences 
exist between the World War I 
and II postwar economic situa- 
tions. 

The Federal Reserve Bank of 
Chicago (seventh district) makes 
this warning in an article, “Two 
Postwar Booms Compared,” ap- 


-pearing in the current issue of its 


monthly “Business Conditions.” 
The article, which is unsigned, 
admits that many current eco- 
nomic problems almost exactly 
parallel those of 1919-20. Princi- 
pal shortages in both periods have 
been sugar, textiles, shoes, auto- 
mobiles and, above all, housing. 
In 1919, as now, abundance of 
money and low interest rates were 
called possible causes of inflation, 
“though the rates paid on Liberty 
bonds (4% and 4%4%) seem ex- 
travagantly high at the present 
time.” Manufacturers also in 1919 
were complaining about decreased 
efficiency of workers, reconver- 
sion was crippled by strikes, etc. 


8 Differences Listed 


“Points of difference,” the ar- 
ticle asserts, as “between 1946 and 
1919-20, appear to dominate the 
postwar business picture at the 
present time.” Among these are: 

1. Despite a much greater rise 
in money in circulation, prices 
have not yet risen as rapidly as 
after World War I. 

2. Peacetime productive capacity 
now far exceeds the capacity of 
1919. 

3. “The price-wage race of 
1919-20 was won by prices, by a 
wide margin. Many of the major 
strikes were labor defeats. . . The 
major strikes of 1945-46 have all 


If you sell 
HAIR TONIC 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


——— 
a] WIBW 


* The Voice of Kamae” 
Topeka... Kansas 


|been union victories. . . 
/economic power of organized labor 


Greater 


makes the danger of early col- 
lapse from prices outrunning pur- 
chasing power less than it was in 
1919—although the majority of 
workers participate indirectly, if 
at all, in the gains of the organized 
minority. The danger of further 
inflation via wage increases lead- 
ing to eventual disaster is, how- 
ever, greater and likewise the 
danger of delayed production 
through successive waves of 
strikes.” 


Inflation Different 


4. The price increases of 1919-20 
were concentrated in clothing and 
rent. Food prices had _ turned 
downward at wholesale within a 
year after World War I ended. 
Now, rent stays down but food and 
clothing prices are rising greatly. 
This tends more to hold up pur- 
chasing power, for the present 
pattern brings greater income to 


lower income groups, the article 
contends. 

5. The U. S. is not now so 
deeply involved in foreign trade, 
and cannot easily be affected by 
sharp curtailment of exports if 
foreign currency rates fall. Such 
a drop in 1919-20 was “perhaps 
the initial indicator of the general 
downturn” later. 

6. “Doctrinaire opposition to 
peacetime economic controls is less 
stern” than in 1919. “When and if 
defiation comes, governmental sup- 
ports already available will ac- 
cordingly be stronger than those 
supplied” by President Wilson. 


Many Fear ‘Bust’ 

7. Inventories still appear rela- 
tively low. A slight fall of de- 
mand, however, could cause in- 
ventories to rise with tremendous 
rapidity. A serious box car short- 
age this winter might have the 
same effect. But at present, in- 
ventories stabilize conditions, as 
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they did not in the former period. 

8. There is more general aware- 
ness of dangers now than there 
was after the first war. This has 
caused a “this can’t last” attitude 
for many. . 

The article points out that most 
business analysts, in and out of 
government, agree that, whether 
production rises further or re- 
mains at or below present levels, 
a deflation seems to lie ahead. 
Such thinking, it suggests, is un- 
duly pessimistic, adding that “any 
general recession could be short 
and not very severe.” 


Offers Video Courses 


Television Workshop, New York, 
will begin, on September 16, a 
series of five evening courses for 
advertising and radio men on tele- 
vision writing, production and 
filming. The classes, limited to 25 
persons per course, will include: 
Television production, Monday 
nights; writing for television, 


Tuesday evenings; technical as- 
pects of production, Wednesday 
nights; films for television, Thurs- 
day nights, and television adver- 
tising and commercials, Friday 
nights. 


‘Mr. and Mrs.’ Returns 


“Mr. and Mrs.,” audience par- 
ticipation show sponsored by Sealy 
Mattress Company, Chicago, re- 
turned to the air on Station WGN, 
Chicago, 2:30-3 p.m., Sunday, 
Sept. 8, after a two-month hiatus. 
On each program married couples 
are selected from the studio audi- 
ence to “air” their marital prob- 
lems. Schwimmer & Scott, Chi- 
cago, is the agency. 


Coleman Names Edwards 


Frank B. Edwards, recently re- 
leased from the Aftmy and before 
that with Harry E. Caylor, public 
relations organization, has been 
appointed an account executive 
with Harry Coleman & Co., Chi- 
cago. 


Philadelphia’s finest suburban 


store... Rowell’s in Germantown attracts more 
than town trade. . . fetches faraway fashion 
prospects, meets Main Liners from Merion and 


Overbrook. Operated by a trust for charities, 
Rowell’s shows no nameplates, is well enough 
known... to need none. With four floors of 
fine feathers, the legend persists that this 
store sells more goods per square foot than 
any in the U.S.!... Not legend but fact, is 
Rowell’s exclusive reliance on The Inquirer 
since 1940. The records show more than 
47,000 lines used last year . . . over 25,000 in 
the first six months of this year! 
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To natives, ‘Where Sixth crosses 
Bainbridge”’ means Sam Gerson, 
men’s clothing store in Philadelphia. 
Selling seven famous suit brands 
from $35 up . . . Sam Gerson is one 
of the largest outlets for men’s 
clothing in Philadelphia . . . won its 
place because of the buying ability 
of its proprietor, both in apparel and 
agates! The first Inquirer insertion 
in 1942 was small, swelled to 13,000 
lines last year, peak point on the 
schedule . . . may reach 16,000 lines 
this year! Early in 1947, when its 
current space shortage will be 
relieved by the new Sam Gerson 
store at Twelfth and Walnut, the 
move will be followed by more sales 
space in The Inquirer! 
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Cooter Companies 
Collect Illegal 
Fees, FTC Says 


WASHINGTON—Paul M. Cooter, 
trading as the Cooter Company, 
Mart Sales Company and Recorg 
Supply Company, all of Chicago, 
was charged by the FTC last week 
with receiving illegal commissions 
on the purchases of more than 200 
wholesale grocers doing business 
in 35 states. 

A 33-page FTC complaint traces 
the development of Cooter enter- 
prises, based on ownership and 
control of “private brands” of 
foodstuffs purchased for selected 
wholesale grocers under exclusive 
distribution contracts. 

Acting for these wholesale 
grocers in purchasing merchan- 
dise, Cooter and the officers of 
Recorg accepted brokerage fees 


from the sellers of the grocery 
products, FTC said. Since they 
were agents of the wholesalers, 
such commissions violated the 
Robinson-Patman Act, FTC ex- 
plained. 

In some cases, Cooter received 
brokerage fees even though the 
orders were ‘transmitted directly 
to the sellers from the wholesale 
grocers, the complaint charged. 

A substantial portion of these 
fees was returned to each whole- 
saler in the form of payments for 
their advertising and promotional 
activities in behalf of the “private 
brands,” FTC admitted. 


Joins Griswold-Eshleman 


Fred W. Schuster, formerly re- 
sponsible for the advertising pro- 
gram of several products of Swift 
& Co., Chicago, has joined Gris- 
wold-Eshleman Company, Cleve- 
land, as assistant account execu- 
tive. 


Soybean Plant 
to Make Retail 
Food Products 


WATERLOO, Ia.—The Soybean 
Processing Company here has in- 
stalled a special type of machinery 
to make soybean products for 
human consumption. Its new 
“Soynut” department will turn out 
four basic products, whole soy- 
nuts, cracked nuts, soyettes and 
soynut meal. 

Soyettes is a salted whole nut 
which will be retailed by five and 
ten cent stores and will also be 
sold through taverns and bars. 
Whole soynuts will be used for 
candy bars and special candy 
products, while the cracked nuts 
can be used as topping for foun- 
tain and bakery delicacies. 

Soynut meal will be used for 
making bread, cookies and crack- 


ers as well as in a new type of 
candy bar scheduled to appear 
on retail counters late this year. 


Two Name Dayton Agcy. 

Kircher, Helton & Collett, Day- 
ton, has been appointed to handle 
the advertising of Kett Tool Com- 
pany, Cincinnati, manufacturer of 
electric hand tools, using business 
papers, and Blackburn Products 
Company, Dayton, pharmaceu- 
ticals, which will begin a _ test 
campaign Oct. 8 in newspapers in 
Pittsburgh, Cincinnati and Chi- 
cago. 


Three Join Behr 


Fred P. Bingham, formerly ac- 
count executive of Graphicstration, 
Detroit, has joined Karl G. Behr 
Advertising Agency, Detroit, in 
the same capacity. Enisse Scag- 
netti, recently released from the 
Waves, has rejoined the creative 
department, and Charles E. Her- 
zog, recently in the Army, has re- 
turned as assistant art director. 


DO YOU SELL 


ANY PRODUCTS 
OR SERVICES 

TO INDUSTRY ? 
OR TO BUSINESS? 


OU will find the 1947 Mar- 

ket Data Book Number of 
INpUSTRIAL MARKETING a_ valu- 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 
* Authoritative, up-to-the-minute 
analyses of 85 industrial and busi- 
ness markets. Basic sales facts to 
help you plan your sales and ad- 
vertising program. 
*Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. ~~ 
*The Media Data File. Complete 
market and media information on 
more than 200 of the country’s 
leading business papers. 
*Business Reference Publications. 
A complete list of directories, buy- 
ers’ guides, catalog files and other 
forms of business reference pub- 
lications. 


When shortages stunted sales of 
vacuum cleaners, Penn Vacuum’s 
service department started to work 


overtime . . 
reconditioned cleaners at $13.95 and 
up. The Penn Vacuum store at 8th 
and Market in Philadelphia is small, 
shiny ... ditto the space in newspapers 
... sole source for salesmen’s leads 
on the “like new” and from now on 
the “‘new,”’ too! Since 1943, The 
Inquirer has been obviously richer in 
response, made more clean sales, 
produced more results for the 
reconditioning and the reconditioned 
. .. because Inquirer space mounted 
to more than 7,000 lines last year in 
Sunday editions alone... this year 
runs both Sunday and daily, has more 
than doubled the first six months 
figure for last year .. . holds top billing 
—on Penn Vacuum schedules! 


. rocketed sales of 


not exceptions! 


Finding top bracket fashion prospects in the suburbs, and buyers for double 


breasteds at thirty-five per, and customers for second-hand vacuum cleaners, all in one day’s 


issue ... may be exceptional but isn’t any exception for The Inquirer which has been giving 


. . *y.e 9 
similar performances for years . . . The performance has been proved among families who've got 


it in gobs, are getting along nicely, or just getting by... for merchants who buy The Inquirer 


first on conviction. .. confirming The Inquirer’s first place in Philadelphia in advertising 


volume from department stores, specialty shops, men’s clothing, retail! ... not to mention 


general, classified, financial and total! 


A paper which sells goods for any kind of advertiser to any kind of customer, 


delivers the goods at all price levels . . . is not only unique, but uniquely productive—as any 


advertiser who cares to check his sales in Philadelphia, can prove to his own satisfaction! And 


any general advertiser who can’t—can depend on the experience of those who do! 


The Philadelphia Anguirer 


NATIONAL ADVERTISING REPRESENTATIVES: 
Osborn, Scolaro, Meeker & Co., New York, Detroit, Chicago, Philadelphia 
Keene Fitzpatrick, San Francisco 


Here’s How This 
Book Will Help YOU 


ADVERTISING MANAGERS—SALES 
MANAGERS—ACCOUNT EXECUTIVES 


The Industrial Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 
and business markets you sell. 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical “jumping off 
place” for every study of business 
and industrial markets. The basic 
facts . . . plus suggestions on 
ioeve to look for further informa- 

on, 


COPY WRITERS—ART DIRECTORS 


To whom are you addressing 
your business paver or direct mail 
advertising ? gineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a real 
time-saver. 


DIRECT MAIL SELLERS 


Here is a _ convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and _ other list 
sources. 


WHAT USERS SAY... 


“We consult the Market Data Book 
before we even think of an advertising 
or sales campaign.’’ 

Harry Rorick, advertising manager, 

Turco Products, Inc., Los Angeles. 

“I believe every advertising man in 
this country will agree that he just can- 
not be without the Market Data Book 
in easy reach at all times.’’ 

E. T. Jones, sales promotion, 
engineering products department, 
Radio Corporation of America, 
Camden, New Jersey 

“The Market Data Book has become 
an invaluable bibliography of source 
material in outlining analyses of poten- 
tial markets for photography in indus- 
try.”” 


ry. 

William H. Scott, market research dept., 

Eastman Kodak Co., Rochester, N. Y. 
“The Market Data Book Number is a 

‘must’ in a market research department.”’ 

J. G. Thorne, 

Fuller & Smith & Ross, Inc., Cleveland 


WATCH FOR YOUR COPY 
PUBLISHED OCTOBER 25 


The 1947 Industrial Market Data 
Book will be published October 25, 
and distributed to all regular sub- 
scribers of INDUSTRIAL MARKETING, 
The Magazine of Selling and Ad- 
vertising to Business and Industry. 

Check your accounting depart- 
ment today and make sure that 

our subscription to INpusTRIAL 
MARKETING is in force, and prop- 
erly addressed. Make sure that 
you will have your own copy of 
the useful, informative 1947 Mar- 
ket Data Book Number of 
INDUSTRIAL MARKETING On your 
desk throughout the coming year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad- 
vertising to Business and Industry 
100 E. Ohio St. 
Chicago, Il. 


380 W. 42nd St. 
New York, 18 
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Hal Roach to Kester 

Hal Roach Studios, Culver City, 
Cal., has placed its advertising 
with William Kester & Co., Holly- 
wood. 


EXPORT TRADE 
and SHIPPER 


is the only ABC magazine 
edited for foreign trade exec- 
utives in the United States. 


Export Advertising — Foreign 
Finance — Shipping — Packing 
for Export — Foreign Mer- 
chandising —Exchange—Con- 
sular Regulations are all given 
space in the editorial pages. 


Write for folder 


“Facts About The Men Who Handle 
America’s Foreign Trade.” 


EXPORT TRADE and Shipper 
20 Vesey Street, New York 


Two Rates Used 
by Three-Fourths 
of NAB Stations 


WaAsHINGTON—Nearly three- 
fourths of NAB member stations 
have at least two rates—local and 
national—for the same periods of 
the day, with the “local” or “re- 
tail” rate generally not commis- 
sionable, the NAB research de- 
partment finds. 

Some stations report a _ third 
rate—regional—but no station re- 
ports more than three rates, NAB 
said. The practice of charging two 
and three rates is more prevalent 
among smaller stations and in me- 
dium and small cities and towns. 

One-rate stations have “general 
rates.” “Local” and “national” are 
used together almost four times as 
frequently as “retail” and “gen- 
eral.” 

“National” and “general” rates 
are applied to accounts placed by 
an agency, involving nationally 


distributed products. The “local” 


or “retail” rate goes to “bona fide 
retailers.” 

About two-thirds of the stations 
charge the “local” or “retail” rate 
to retailers buying time to adver- 
tise nationally distributed prod- 
ucts. Except for small stations, 
most outlets charge more than the 
retail rate to wholesalers, jobbers 
and distributors of nationally dis- 
tributed products. 


To Seidenbaum 


Recoton Corporation, New York, 
has appointed William G. Seiden- 
baum & Co., New York, to handle 
advertising and merchandising of 
its lines of steel and jewel-tipped 
Phoneedles. National magazines, 
business papers and point-of-sale 
promotion will be used. 


Sage-Allen Boosts Down 


Marian Down, sales promotion 
manager of Sage-Allen Company, 
Hartford department store, has 
been appointed apparel merchan- 
dise manager, succeeding Joseph 
D. Nathan, who has joined Worth, 
Inc., as general manager. 


— 5.—o— 5%- = 


. are you doing 


5% of your national 
business in 
Southern California? 


pt 


FOR THE OVERWHELMING EVIDENCE 
WRITE TO BUSINESS RESEARCH DIVISION 


LOS ANGELES 


REPRESENTED 
NATIONALLY 
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Albert Greenfield, packaging mgr. for Schenley Distillers, New 
York, whose photographs made in Haiti, Trinidad, Venezuela and 
other Latin American countries have won him the title of “Pho- 
tographic Ambassador of Good Will,” is off on another trip—this 
time to the Dominican Republic. His work is scheduled for exhibi- 
tion at the Smithsonian Institution in October... 

Franklyn E. Doan of the public relations dept. of Roche, Williams 
& Cleary, Chicago, has added his name to the list of trustees of 
Provident Hospital. Marshall Field, publisher of the Chicago Sun, 
and Scribner FitzHugh, of Chas. Scribners Sons, are also trustees 
of the institution. . . 

Harvey Olson, prog. mgr. of WDRC, Hartford, and Mrs. Olson 
are parents of a new arrival, Neil, their third son... 

From here on, Aug. 16 will mean shopping for two birthday 
presents for Del Leeson, news 
ed, of KDYL, Salt Lake City. 
A daughter, Susan, was born on 
that date, which is also the 
birthday of Del’s three-year- 
old, George. . . Harry Bekus of 
the Calgary Herald won the 
July prize for the best photo- 
graph in the Canadian Daily 
Newspapers Association news 
picture contest. Similar monthly 
awards will be made until the 
end of the year, and major 
prize-winning pictures will be 
selected by May 1, 1947... 

David M. Kimel, sales mgr. 
of WLAW, is spending his 20th 
successive vacation on Bear 
Island in Lake Winnepesaukee, 
N. H., which is reached after 
an hour’s boat ride and has no 
contact with the outside to irri- 
tate an adman’s beat-up nerves. 

Howard J. Lamade, sec’y and 
business mgr. of Grit, has been 


appointed a member of the 
exec. committee of the board of 
trustees of Pennsylvania State 
College, to fill the unexpired 


JUST TEASING—Gypsy Rose Lee got 
hooked by Lew Morrison, outdoor edi- 
tor of the Milwaukee Sentinel, during 
a fishing lesson at the Milwaukee Ad- 
vertising Club picnic at Pewaukee Lake. 


term of the, late Vance McCor- 
mick, publisher of the Harrisburg Patriot. . . 

‘Samson Bosin, sls. mgr. of Federal Advertising Corp., Paterson, 
N. J., has been named head of the display section of the Retailer 


_Veteran Conference public relations committee of the Paterson 


Chamber of Commerce. This is a new effort, directed by Dane 
Hahn of the Nat’l Retail Dry Goods Association, to aid veterans in 
retailing... . : 

Recent newlyweds are Alice Quinlin, radio ed. of the Boston 
Herald-Traveler, and Charles W. Rankin, production mgr. of John 
Cc. Dowd ad agency. . . Prize money amounting to $100 has been 
given to the Milwaukee Press Club by George Gabin, Milwaukee 
mgr. of Arthur Meyerhoff & Co., Chicago-Milwaukee agency. At 
the end of the year the donation will provide a $50 award to the 
reporter who has written the best news story, and a $50 award 
to the photographer who has taken the best newspaper photograph 
of the year. A club committee will decide on the winners. . . 

For the first time in history, Nebraska’s Democratic party has 
hired a fulltime public relations director and Tom Ingoldsby has 
resigned from the news staff of WOW, Omaha, to take the post. . . 
Ad Fried, head of the West Coast agency of that name, has been 
appointed publicity chairman for the 26th annual convention of 
the California-Nevada district, Kiwanis International. The first 
Kiwanis district parley since the war, it will be held in Oakland 
Oct. 10-12... 

John. R. Reitemeyer, exec. v.p. of the Hartford Courant, and 
Richard Henderson, promotion chief of the Hartford Times, have 
been named by Mayor Moylan to a special commission representing 
Connecticut’s capital city at ceremonies Sept. 19-21 honoring the 
175th anniversary of the founding of the First Company, Gov- 
ernor’s Foot Guard. . . G. W. Grignon, gen’l mgr. of WISN, Mil- 
waukee, is the third of the station’s executives to undergo surgery 
in recent weeks... 

J. Don Alexander, pres. of the Alexander Film Co., Colorado 
Springs, donated funds making possible a scholarship which will 
enable the state’s “Miss Colorado” to continue study in the field 
of her choice at an accredited school of drama, music, art or 
liberal arts. . . Albert Crews, NBC central division production di- 
rector, will see his second radio textbook published in October by 
Houghton Mifflin. The new tome, “Professional Radio Writing,” 
rege his “Radio Production Directing,” issued by the same firm 
Wh 3084. 2: 

C. E. Hooper is letting others compile Hooperatings while he 
takes a mule pack trip in the mountains of Utah. . . Last month 
Bob Reynolds, v.p. and gen. mgr. of KMPC, Los Angeles, cele- 
brated his tenth anniversary with the station by traveling East to 
the All-Star football classic in Chicago as guest of his boss, G. A. 
Richards, who’s pres. of KMPC, WJR, Detroit, and WGAR, Cleve- 
land. Because Bob did so well as a collegiate player against the 
Detroit Lions pro outfit (then owned by Richards), he was signed 
to the Lions team and later joined Richards’ broadcasting enter- 
prise. . . 

Fred Shawn, administrative ass’t in NBC’s program dep’t, be- 
came a father for the second time Aug. 27, when a daughter, 
Shirley, was born. Fred has a three-and-a-half year old son, 

Stevie. . . Ad managers of fashion mags and newspapers helped 
celebrate art director Frederick H. Cassen’s tenth anniversary with 
the N. Y. agency, Moselle & Eisen, at a dinner at the Monte Carlo 
Aug. 28... 

Puerto Rico-born Josefina de Roman, assoc. ed. of Inter-Ameri- 
can, flew to San Juan on Sept. 3 for the inauguration of Jesus 
Pinero as first governor of Puerto Rico. .. 
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‘Fortnight,’ Cued 
by ‘Cue,’ to Bow 
on Pacific Coast 


SAN FRancisco—The Pacific 
Coast will get its first general 
news magazine Oct. 30 when O. D. 
Keep Associates will introduce 
Fortnight in California, selling at 
15 cents on newsstands every other 
Wednesday. 

Primarily a critical digest of en- 
tertainment and sports events in 
California, the magazine will 
closely resemble Cue, the New 
York weekly. O. D. Keep, head 
of the néw publishing company, 
was for 10 years publisher and 
editor of Cue before serving as a 
Marine captain during the war. 

Besides covering news of sports 
and night life, Fortnight will con- 
tain guides on travel resorts, and 
articles on California politics, 
business, religion, veterans’ affairs, 
etc. 


Scott Is Representative 


The initial rate card will be 
based on a one-time page rate of 
$315. Duncan A. Scott Company, 
publishers’ representative, will act 
both as space representative for 
the company and as advertising 
and promotion agency. 

Officers include: President, Mr. 
Keep; vice-president and adver- 
tising director, Duncan Scott; sec- 
retary and circulation manager, 
Grant Gordon, former advertising 
director of the Freightways motor 
truck system, and treasurer, Al- 
bert J. Terry, Los Angeles invest- 
ment counselor. Mr. Gordon re- 
cently served in the Navy and Mr. 
Terry in the Army. 

O. D. Keep Associates will main- 
tain offices here and in Los An- 
geles. Additional publications will 
be brought out later, officials say. 


ABC, BBC in Deal 


The American Broadcasting 
Company and the British Broad- 
casting Corporation will exchange 
sound films of special events and 
sports for television broadcasting 
under an unprecedented agree- 
ment recently signed by the two 
companies. 


CLIP AD TO LETTER-HEAD 
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1 FREE! ... mail this now! ! 


EYEXCATCHERS, Inc. 10 E. 38th St., W. Y. 16 


4 Please send FREE proofbook referred to in ad. 
No obligations. 
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BMB Will Conduct 
Clinics in Chicago 

Broadcast Measurement Bureau 
will conduct “clinics” in Chicago 
this month similar to those being 
held weekly in New York to ac- 
quaint radio, advertiser and 
agency representatives with pos- 
sible uses of BMB’S forthcoming 
audience reports. 

The Chicago sessions will be 
held in Studio 1, WGN, at 2:30 
p.m. Monday, Sept. 9, 16 and 23. 
Each “clinic” will be complete in 


itself, the three meetings being 
scheduled to permit those who 
cannot attend one to be present at 
another. 


Films Meat Industry 

Swift & Co., Chicago, is making 
available for showing to any in- 
terested audience in the United 
States and Canada a 16 mm. full 
color 45 minute motion picture, 
titled ‘““Red Wagon,” of the life of 
Gustavus Franklin Swift and the 
development of the meat industry. 


Gets Plastimold Stock 


Emerson Radio & Phonograph 
Company, New York, has ac- 
quired the outstanding shares of 
capital stock of Plastimold Corpo- 
ration, Attleboro, Mass., maker of 
radio cabinets and plastic devices. 


Chatfee Leaves Blatz 


E. L. Chaffee has resigned as 
vice-president of Blatz Brewing 
Company, Milwaukee. His future 
plans will be announced later. 


49 
KMOX Promotes Ringlep 


Carter Ringlep, manager of the 
St. Louis radio sales office for 
Station hee goa has been named 
general sales manager, prayed 
David Sutton, who is being trans 
ferred to CBS, New York. 


Young Advanced 


John S. Young, national adver- 
tising manager of 

Rapids Gazette, has been, 
classified advertising manager, 
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As early as 1861, 


Prairie Farmer was part of the State Fairs 


Historians recording that great American institution, 


the State Fair, will find a wealth of useable 


material in Prairie Farmer pages. 
readers directions for reaching the Fair Grounds, 


then opened an office on the grounds with this 


welcome note: 
by the hand." 


At this year's State Fairs, you'll find the same 


"We want to see you and take you all 


In 1861, we gave 


dour 


neighborly spirit in the Prairie Farmer-WLS tent, 


where "Lincoln Land" folks drop in to relax -—- to 


check their coats and bundles -—— to meet their 


friends. 


They watch our Dinnerbell broadcast, 
see stage shows with WLS talent, 
hands with Prairie Farmer editors. 
Barn Dance is a frequent choice for the headline 
attraction of the State Fairs. 


they ‘ 
they meet and shake 
Our WLS National 


Wherever you find our 


"Lincoln Land" people, you'll find Prairie Farmer-WLS 
on hand to serve, to help —— "to see you and take 
you all by the hand." -- B.D.B. 


“Institutions, like good neighbors, grow together.” 


OR iiele 


President. Prairie Farmer-WLS 


“Lincoln Land” folks have deep-rooted confidence 
in their year-round neighbors, Prairie Farmer-WLS 


Where Prairie Farmer-WLS 
Influence is Concentrated 
Among 14,000,000 People 


Prairie Farmer-WLS at the State Fairs is one small phase of a 


365-days-a-year activity that keeps our editors, microphones 


HALHIE 


yer” 
yer” 


BURRIDGE D. BUTLER. President 


ARMER 


CHICAGO 


and, 


and air-folks constantly on the go. This policy of being right 
there as a part of the lives of ““Lincoln Land” folks has built a 
confidence so real, so solid it carries over to the products we 
advertise. Give your merchandise the sales-stimulus of a 
friend-to-friend introduction in this sell-able four-state market 
—consider Prairie Farmer-WLS—the two mediums with the 


confidence of the people at State Fair Time and all the time. 
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Daily Launches 
Co-op Ads for 
National Brands 


GREEN Bay, Wis.—In a series of 
cooperative ads paid for by local 
retail and chain grocery stores, 
the Green Bay Press-Gazette has 
launched a sales and promotion 
campaign boosting nationally ad- 
vertised products. 

Carried in the Thursday issues 
of the paper along with a large 
volume of retail grocery copy, the 
cooperative ads list all products 
which appear in national adver- 
tising carried by the daily for that 


week. The ads also carry the sig- 
natures of sponsoring stores. 

The Press-Gazette said the 
series has made local grocery re- 
tailers highly conscious of brands 
that are being advertised cur- 
rently. It also has met an en- 
thusiastic reception from manu- 
facturers and agencies. 


Shulton Plans Special 
Old Spice Lotion Drive 


Shulton, Inc., New York, has 
scheduled for the month of Oc- 
tober special copy in 181 news- 
papers of 47 states to promote 
Old Spice after-shaving lotion. 
Advertisements of 875 and 300 
lines will be repeated in each 
paper three or four times during 
the month. 

Wesley Associates, New York, 
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handles the account. 


| Starts Radio Column 


The San Francisco Chronicle 
launched a radio column Sept. 1, 
which will run seven days a week. 
Titled “Radio Check,” it is written 


by Paul Speegle, a staff writer. 


Nassau Promotion 
to Total $400,000 


New YorK—Although the 
islands claim to have entertained 
a capacity influx of visitors during 
the past year, Nassau and the 
Bahamas intend to invest $400,000, 
including cooperative advertising, 
to attract new throngs during the 
1946-47 winter season. 

Of the total amount, $225,000 
has been appropriated by the Ba- 
hamian government for direct ad- 
vertising through the Nassau De- 
velopment Board, which maintains 
offices here. This amount will be 
expanded in extensive newspaper 
advertising, full-color pages in 
magazines, business papers and 
other publications through Kelly, 
Nason, Inc., which has handled 
the account since 1935. In addi- 
tion, the board is arranging a 
$175,000 program of supplemental 
cooperative advertising with air- 
lines, steamship companies and 
travel and fashion groups. 
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Eastern Steamship Lines plans 
to start a series of six-day cruises 
from New York to the islands on 
Dec. 27. Hotels are being reno- 
vated and modernized, and new 
apartment cottages and _  guest- 
house apartments are being con- 
structed. 


To Air Bible Institute 


Bible Institute of Los Angeles 
will sponsor a new program, titled 
“The Bible Institute on the Air,” 
over Mutual’s station KHJ, Los 
Angeles, starting Sept. 19. The 
Sunday series will carry a basic 
musical format, with Dr. Louis T. 
Talbot as chief speaker. Tullis 
Company, Los Angeles, is in 
charge of the account. 


Buys Interest in Agency 

Newell D. -Ely, for 20 years an 
advertising executive with major 
agencies in Chicago and Detroit, 
has purchased from A. W. Moore 
his partnership interest in Moore 
& Schacht, Los Angeles. The new 
firm will be known as Ely & 
Schacht. 
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“Spectacular?... Sure, but what would you expect ? 
Solid Cincinnati reads The Cincinnati Enquirer” 


Some things are spectacular—but not surprising. No space-buyer’s eye- 
brows will jump to learn, for instance, that The Cincinnati Enquirer carried 
389,503 more lines of general display advertising in 1945 than the nearest 
afternoon paper. Nor that The Enquirer continues its long-established lead 
in total advertising and retail advertising. For advertisers have learned 
that the way to reach the solid, substantial, it-pays-to-advertise-to families 
of Cincinnati is through the pages of Cincinnati’s most substantial, modern, 


wide-awake newspaper, The Enquirer. 


Something for you to remember 


when your schedule gets around to this great, worthwhile trading area of 
1,155,703 population. Represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnan 


Aamo ine 
Armed Forces 


Bailey Cowan (Navy) has. been 
appointed advertising manager of 
Schieffelin & Co., import division, 
New York, to handle advertising 
of Teacher’s Highland Cream, 
Hennessy Cognac brandy and 
other products. 

Earl H. Swanson (Army) has 
joined the copy staff of Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee. 

William W. Wadel (Army) has 
been appointed director of public 
relations, Blatz Brewing Company, 
Milwaukee. 

Gordon Davis (Army) has been 
appointed director of radio for 
F. A. Ensign Advertising Agency, 
Pittsburgh. 

Willard Butler (Army) has 
joined the sales staff of WTAM, 
Cleveland. 

R. W. Zarker (AAF) has been 
named an account executive with 
Wolfe - Jickling- Dow & Conkey, 
Detroit. 


Beach Joins Staff 

Willis J. Beach (Navy) has been 
named associate editor of Soap & 
Sanitary Chemicals, published by 
MacNair-Dorland Company, New 
York. 

William E. Rudel (Army) has 
been appointed New England man- 
ager for Rudel Machinery Com- 
pany, New York. His offices will 
be in the Statler building, Boston. 

S. Kennedy Tully (Navy) has 
returned as news editor of the 
Yankee Network Service, Boston. 

Douglas Lynch (Army) has been 
named head of the new art depart- 
ment staff of Showalter Lynch Ad- 
vertising Agency, Portland, Ore. 
Other veterans to join the staff 
are: John Blew (Army) and Ev- 
erett Mitchell (Navy), who joined 
as account executive. 


Names Cleveland 


Carleton A. Cleveland Jr. 
(AAF) has been appointed sales 
manager of Clark-Cleveland, Inc., 
Binghamton, N. Y., manufacturer 
of Fasteeth dental adhesive. 

Fritzi Swanstrom (USMC) has 
been appointed director of wom- 
en’s activities by Theodore R. Sills 
& Co., Chicago and New York 
public relations counsel. 

Beverley George Ellis (Canadian 
Army) has joined Geyer, Cornell 
& Newell, New York, as associate 
art director. 

Stanton Osgood (Navy) has re- 
joined the research department of 
Young & Rubicam, New York. 

Bernard L. Cahn (Army) has 
joined Insuline Corporation of 
America, Long Island City, N. Y., 
as executive assistant in charge of 
sales and promotion activities. 

Vera F. Durham (Wac) has 
joined Charm as_ co-ordinating 
editor, to act as liaison between 
the New York editorial staff and 
the magazine’s regional editors 
who work with manufacturers, 
wholesalers and retail outlets in 
the midwest, South-southwest and 
Pacific. Coast areas. 

Herbert Bayard Swope Jr. 
(Navy) has rejoined CBS in the 
news and special events depart- 
ment of the network’s television 
station, WCBW, New York. He 
will be an assistant to the director, 
Robert Bendick, in handling of re- 
mote and mobile operations. 

Joseph E. Porr (USMC) has 
joined the advertising staff of Park 
East, New York society news 
magazine. 

John D. Burke (Navy) has 
joined the copy staff of Erwin, 
Wasey & Co., New York. 
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General Outdoor 
Charts New York 
Shopping Centers 


NEw Yorx—General. Outdoor 
Advertising Company has pre- 
prepared a 120-page, 1342x18-inch 
book, “Modern Market Measure- 
ments ... New York,’ to show 
that New Yorkers are doing more 
of their shopping in neighborhood 
stores—and offering details on 
each of 52 secondary markets in 
the New York metropolitan area. 

The book, prepared in four 
colors, gives population figures, 
living standard, housing and in- 
come levels for each of the sec- 
ondary centers, and each, GOA 
says, has grown ‘into a major mar- 
ket. The book shows street maps 
of the markets. 


Will Add to Survey 


In a foreword, the book asserts 
that New York is not unlike most 
metropolitan centers in the U. S. 
in that there has been a growth 
of outlying shopping districts, 
some of which have become im- 
portant retail centers. Equally im- 
portant to showing population 
characteristics of the various cen- 
ters, it continues, is “the method 
employed to accomplish penetra- 
tion of advertising appeals. This 
study is the result of exhaustive 
research into the factors influ- 
encing the movement of people 
in each district. How, when and 
where people traveled to shop, 
work or play, and what traffic 
arteries were regularly traversed 
for these purposes, was one of 
the major objectives of the study. 

“The study was prompted by a 
desire to accomplish maximum 
efficiency of outdoor advertising 
coverage as much as it was by the 
desire to provide an accurate pic- 
ture of the New York market, 
which would be of current and 
future value to those concerned 
with advertising, sales and mer- 
chandising.” 

The survey covers Manhattan, 
Bronx, Brooklyn, Queens, and 
Nassau and Suffolk counties. Other 
suburban sections under survey 
will be added to the study later. 


Appoints Walter Weir 


Parfums Adrian, New York and 
Beverly Hills, and Parfums Hart- 
nell, New York and London, have 
moved their advertising accounts 
from Erwin, Wasey & Co., New 
York, to Walter Weir, Inc., New 
York. Class magazines, news- 
paper magazine sections, business 
papers and direct mail will be 
used, 


Benson Joins JWT 


Leon Benson, formerly head of 
the trailer department of Para- 
mount Pictures, Hollywood, has 
joined J. Walter Thompson Com- 
pany, Los Angeles, in charge of 
copy on motion picture accounts. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical... any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


Sterling Names Sterling 


Sterling Point Frozen Food 
Company, Jersey City packer and 
distributor, has appointed Sterling 
Advertising Agency, New York. 
Radio and newspaper advertising, 
supported by dealer aids, will be 
used in the opening campaign. 


Fred Braun to Federal 


Fred J. Braun has joined Fed- 
eral Advertising Agency, Inc., 
New York, as an account execu- 
tive. Mr. Braun was formerly di- 
rector of public relations of Jacob 


Ruppert, Inc., advertising man-|Gets Shoe Account 


ager of the American Pencil Com- 
pany, and sales promotion man- 
ager of Liebemann Breweries. 


Kokette Appoints 


Kokette Company, New York, 
has appointed Deutsch & Shea, 
New York, to handle advertising 
on Kokette deodorant stick, an 
underarm deodorant in lipstick 
form now being tested in a limited 
area. Newspapers, magazines and 
spot radio will be used. The prod- 
uct will be distributed nationally 
next spring. 


S. J. M. Shoe Mfg. Company, 
Boston, maker of fireside slippers 
and moccasins for men and Step- 
Ease corrective shoes for women, 
has appointed Forward Advertis- 
ing, Philadelphia, to handle its 
advertising. Business papers and 
consumer magazines will be used. 


Columbia Plans Meeting 


Columbia Records, Bridgeport, 
Conn., will hold its first national 
sales convention Sept. 23-24 in 
Cincinnati. 


ay Presse ee ee =F 


Cover Catholic 
Schools, Churches, 
and Institutions 


35 W. WELLS ST.. MILWAUKEE 3, WIS. 


would sell here. 


cated in any other way. 


More than 650,000 electric refrigerators, over 
and above what you can actually deliver, would 
be bought during 1946 in the WSM listening 


area. The need is so great that almost any make 


But by 1947 the commercials on WSM will do 
a job of focussing this demand upon certain 
brands. The demand will be even greater, for 


the same reason—but the number of acceptable 


prosperous group of five million people . 


MEGRs& Sa Nh 


ANS 


~~ 
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makes will be sharply lowered. 


WSM knows this. We know that the intimate 
relationship between this station and its listen- 


ers has built up a bond that cannot be dupli- 


The truth is, WSM is the only single medium 


which can powerfully influence the lives of this 


.. and 


it does so at a per capita cost so low we some- 


times wonder if our rate card is right. 


HARRY STONE, Gen. Mgr. 
JACK HARRIS, Asst. Gen. Mgr. 
WINSTON S. DUSTIN, Comm. Mgr. 


EDWARD PETRY & CO., National Representatives 
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Sweet-Orr & Co. 
Hails Its 75th 


Anniversary 


Work Clothing Maker 
Pioneered Union Label 


and Tug o' War Mark 


New YorK—Sweet-Orr & Co.., 
which for 75 years has been man- 
ufacturing work clothing, cele- 
brates its diamond anniversary 
next week, with a full page in the 
Aug. 31 Saturday Evening Post, 


as well as local newspaper adver- | 


tisements. 


Due to the prevailing shortage | 


|of work clothes, the company has 


decided to refrain from any ad- 
vertising which might stimulate 
demand, but if can look back on 
three-quarters of a century of in- 
dustrial history, during which 
time the company not only pio- 
neered the development of work 
clothing but also was in the van 
of advertisers featuring union rec- 
ognition. 


First to Join Union 


The company was founded by 
a merchant tailor, James A. Orr, 
in Wappinger’s Falls, N. Y., who 
persuaded his nephews, Clinton W. 
and Clayton E. Sweet, to back him 
in making commercial work cloth- 
ing, sized and ready for sale in 
retail outlets. It was the first 
venture of this sort in the clothing 
field. 

In 1880, the company’s sales 
manager, Robert A. Clarke, con- 


ADVERTISING 


WINNIPEG, 


TORONTO, MONTREAL, 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TOROW 
REGINA,  ChLGAGT, 


MERCHANDISING 


EDMONTON, VANCOUVER 


ceived the idea of pre-shrinking 
the fabrics. The company now 
uses the Sanforizing process. 

Also in the ’80s, the company 
first adopted its present trademark, 
which shows six men, three on 
each side, using a pair of overalls 
as a line in a tug-of-war. This 
trademark has been in constant 
use since that time. 

In the same decade, the com- 
pany urged its employes to form 
their own union and appoint a 
qualified spokesman in dealing 
with management. In 1891, the 
employes decided to affiliate with 
the American Federation of Labor, 
and Sweet-Orr’s Newburgh, N. Y., 
plant became the first in the work 
clothing industry to hold an AFL 
charter. 


Features Union Label 


The company promptly began to 
use the “union-made” label, and 
was the first work clothing manu- 
facturer to do so. In its 75 years, 
it has never had a labor strike. 

In normal years the company 
spends $30,000 to $40,000 in ad- 
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vertising, much of it in farm 
papers and in labor newspapers. 
The company makes some 500 
types of overalls, work pants and 
shirts, and uniforms, During pre- 
war years, the company uniformed 
the employes of the Texas Com- 
pany, Shell Oil Company, Stand- 
ard Oil of Indiana, the export di- 
vision of Standard of New Jersey, 
Tidewater Associated Oil Company 
and Gulf Oil. During the war, the 
company made uniforms for the 
armed forces and for the New 
York State Guard, having had 
previous experience with Boy 
Scout uniforms, of which it has 
been a prime supplier. 

Reiss Advertising, New York, is 
the agency. 


Move Arms Division 
Savage Arms Corporation is now 
transferring all arms manufactur- 
ing from its Utica, N. Y., plant to 
the Chicopee Falls, Mass., plant of 
the J. Stevens Arms _ division, 
leaving the Utica plant free for 


the manufacture of washing ma- | 


chines and commercial refrigera- 
tion equipment. 


who said radio is afraid of controversy? 


crimination against any of the minorities 


IN soME QUARTERS there still seems to be an 
impression that radio won't touch controver- 
sial issues with a twenty-foot pole. 

Broadcasters, it’s said, are scared still of 
offending somebody. Advertisers. Agencies. 
Financial interests. Or some other bogey-man. 

The only explanation for such statements 
is that the people who make them don't 
listen to radio. 

Certainly they haven’t heard programs 
such as KDKA puts on the air each Sunday 
afternoon from 4:30 to 5:00. 

This choice half-hour period could be 
sold commercially at the drop of a hat. But 
it’s not for sale. It is dedicated to the prop- 
osition of better citizenship in the Pittsburgh 
territory, with chips falling where they may. 
It brings up ugly facts that might be, and 
often are, kept hidden. It crusades against 
intolerance. With both fists (and some- 
times with bruised knuckles) it fights dis- 


that live and work in this busy tri-State area. 


It goes to bat for veterans. It combats 
inflationary trends. It seeks to shake, shove, 
or shame every listener into recognition of 
citizenship’s responsibilities. 

If that’s not controversy, we don’t know 
what the word means. 

To produce and broadcast a program like 
this takes courage. Plenty of courage. But 
KDKA has no monopoly on radio’s supply of 
intestinal fortitude. Many other stations, in 
requesting copies of these KDKA-created 
scripts, show an equal desire to serve the pub- 
lic by hard-hitting promotion of citizenship. . 
with mighty few qualms as to controversy ! 

Programs in the 
public interest are an 
institution at KDKA 


..andacornerstone of 


Westinghouse policy. 


WESTINGHOUSE RADIO STATIONS Inc ° 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX «© KEX REPRESENTED NATIONALLY BY PAUL H. 


KEX KYW WBZ WBZA WOWO KDKA 


RAYMER CO 
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BOOST FOR BALTIMORE—This copy 
was run by Glenn L. Martin Co., air- 
craft maker, on the occasion of the 
company's semi-annual report. In addi- 
tion to giving financial highlights, Mar- 
tin plugged Baltimore as _ aircraft 
manufacture pace-setter. 


Martin’s Future 
Boosted Despite 
Drop in Sales 


BALTIMORE—The Glenn L. Mar- 
tin Company, aircraft maker, re- 
converting to peacetime produc- 
tion, took stock of its future on 
the occasion of its semi-annual 
report for the first half of 1946, 
and with some pride told the pub- 
lic “What’s Ahead for the Glenn 
L. Martin Company.” The firm 
also gave a boost to community 
relations with rotogravure copy in 
the Aug. 18 Baltimore American 
and Baltimore Sun. 

In other copy that ran in Bank- 
ing, Chicago Journal of Commerce, 
Editor & Publisher, Financial 
World, New York Herald Tribune, 
New York Journal of Commerce, 
New York Times and the Wall 
Street Journal, the company ad- 
mitted that, following the war, 
sales fell off considerably. It 
pointed out, however, that Martin 
is making money, has a $175,000,- 


|000 backlog of orders and that 


employment is rising. Airliner 
sales analysis showed, Martin said, 


\that 39.4% of the new passenger 


transports will be built by Mar- 
tin. Martin’s net sales for the 
first half of °46 amounted to $18,- 
467,139. Total net sales for 1945 
were $356,162,188. 

In its Baltimore copy, Martin 
pointed out that “Baltimore sets 
world pace in aircraft manufac- 
ture.” Van Sant, Dugdale & Co., 
Baltimore, is the agency. 


Nabisco Plans Compaign 


During September, National Bis- 
cuit Company, New York, will 
promote Nabisco and Honey Maid 
graham crackers, using Nabisco 
radio newscasts coast to coast over 
163 stations. The radio advertis- 
ing will be supplemented by post- 
ers on Nabisco trucks and dealer 
tie-ins. 


Elliott-Haynes Moves 


Elliott-Haynes Ltd., Toronto, 
market research organization, has 
closed its offices at 25 King St. W. 
and 217 Bay St. and has consoli- 
dated operations in recently pur- 
chased three-story building at 515 
Broadview Ave. 
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Advertising Lifts 
Maine's Potato 
Revenue 600% 


New York—Under a nine-year 
program of consistent newspaper 
advertising, Maine potato growers 
have increased their income six- 
fold while reducing advertising 
costs per dollar of sales 82%, the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
reports in the latest issue of “Ad- 
vertising Facts.” 

Maine potato growers’ income 
rose from $10,888,000 in the 1937- 
1938 season to $62,200,000 in the 
1945-1946 period, and advertising 
cost per dollar decreased from .009 
to .0016 cents during the same 
period, the folder points out. In 
nine years, the state’s potato in- 
dustry has grossed $310 million, 
more than double the take of 
Idaho, the second potato state, the 
bureau found. 

Advertising, 90% concentrated 
in newspapers, started in 1937, 
when Maine voted its first indus- 
try tax law. Money raised from 
more than 7,000 growers was 
turned over to industry develop- 
ment, research and promotion. 
Maine legislators will consider a 
bill next January to place a sim- 
ilar tax on shippers and thus 
double the advertising budget. 
Maine’s advertising agency is 
Brooke, Smith, French & Dorrance. 

The bureau also reported that 
consistent newspaper advertising 
in local markets changed the po- 
tato buying habits of housewives 
and averted loss of Maine’s potato 
crop when it was threatened by 
war shortages of labor and storage 
facilities. As a result of 168-line 
ads run weekly during December, 
1943, and January, 1944, in 198 
newspapers in 121 eastern cities, 
which urged housewives to avoid 
a loss-crop by purchasing 50 and 
100-pound bags instead of the 
usual five or 10-pound bags, Maine 
growers shipped nearly 500 mil- 
lion bushels of potatoes that sea- 
son, an all-time high. The ad- 
vertising cost was $0.0018 for each 
dollar of income. 


Colorado Launches 
Auto Protection Drive 


The first of a series of educa- 
tional ads, designed to show buy- 
ers of automobiles how Colorado 
law protects them against fraudu- 
lent practices on the part of new 
and used car dealers, has been 
launched in 60 daily and weekly 
newspapers in Colorado by the 
Colorado Motor Vehicle Dealers’ 
Administration, Denver. The cam- 
paign is being financed out of an- 
nual operating license fees paid 


to the state by motor vehicle 
dealers. 

Gray & Co., Denver, is the 
agency. 


Gates Appoints Snow 


Cory Snow, Inc., Boston, has 
been appointed to handle the ad- 
vertising of Gates Engineering 
Company, Wilmington, Del., man- 
ufacturer of chemical and corro- 
sion-proof linings. 


“Let's see—I was listening to WFDF 
Flint—then I heard some _ static—” 


To McLain Organization 


Everite Pump & Mfg. Company, 
Lancaster, Pa., manufacturer of 
pumps and water systems, has ap- 
pointed McLain Organization, 
Philadelphia, as its public rela- 
tions counsel. 


WAPI Advances Baxter 


Lionel F. Baxter, who joined 
Station WAPI, Birmingham, Ala., 
in 1934, and serving since then 
in various capacities, has been 
appointed manager of operations. 


¥, Bir, ; 


British Resume 
Trade Group 


Lonpon—The Retail Trading- 
Standards Association, barely 
under way when the war caused 
its activities to be cut short, has 
once again begun its projected 
buyer-seller educational campaign. 

To insure “correct denomination 
of products,” the association has 
completely revised its rules, orig- 
inally written prior to the war. 


The group is headed by H. S. 
Orchard, merchandising manager 
of the Selfridge Store, London. 

A new book embodying data 
from recognized authorities in all 
possible industries and trades, en- 
titled “Standards of Retail Prac- 
tice,” is to be issued shortly. 


Ads Tell of New Line 


Speidel Corporation, Providence, 
has started a campaign using full 
pages in business papers to intro- 
duce its new line of children’s 


53 


jewelry, known as Starlet. Copy 
is scheduled to appear the re- 
mainder of the year in Cosmo- 
politan, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Parents’ Magazine, The Sat- 
urday Evening Post, Vogue and 
Woman’s Home Companion. 


Rubinstein Names Brophy 


R. L. Brophy, formerly associ- 
ated with Vick Chemical Com- 
pany, has been appointed Cana- 
dian sales manager of Helena 
Rubinstein Ltd., Toronto. 


brating t 
Lights o! 
feature 


cture. 


Werner Brothers are cele- 
he Twentieth Anniversary of “The 
New York”, the first all talking 


We congratulate Warner Brothers and we 
congratulate our own Cullen Landis who 
played the juvenile lead. 


For Landis these have been twenty years 
of continuous progress—acting, directing 


and producing—for the past four years for 
his country as a Signal Corps Officer. 


It is our good fortune that he turned his 


200 East 56th Street 
New York 22, N. Y. 


16 East Ontario Street 
Chicago 11, Ill. 


145 S. LaCienega 
Hollywood 36, Calif. 
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Hutchins Weekly Bows 


Harold Hutchins, whose Fawcett- 
published weekly newsletter, Cos- 
metic and Drug Preview, was re- 
cently discontinued, is publishing 
the first issue of Drug and Cos- 
metic Newsletter, dated Sept. 2 
The new newsletter, a weekly to 
sell at $10 for 52 issues, is Mr. 
Hutchins’ first venture of his own 
in the publishing field. He was 
for many years editor of American 
Druggist. Temporary offices. for 


the new publication are at 34 W. 
46th St., New York. 


‘Modern Plastics’ Ups 3 


Modern Plastics, New York, has 
promoted R. L. Van Boskirk, for- 
merly Washington correspondent 
and attached to the New York 
staff, to features editor. Laura E. 
Morrison, managing editor, has 
been advanced to executive editor 
and Hiram McCann, eastern edi- 
tor, to associate publisher. 


It's the Local Sale that counts! 


MULTIPLY LOCAL SALES by enough trading centers and you 
have National Sales. These trading areas, covered by 
Hometown Weekly Newspapers, comprise half the 
National Market. This vast, rich market offers unlimited 
possibilities for new sales development. 


DEVELOP it by using the Weekly newspapers, whose personal 


columns encourage greater readership. Reach Rural America 
at home, where commodity, brand and dealer are selected 


before going to buy. The weekly newspaper cements a 


close relationship between consumer and local 
dealer, a fact not to be overlooked. 


BUILD, through NAS, your national schedule for local 
sales. where and when you want them. Representing over 


5000 weekly newspapers, may we help you select specific 


packages of states, regions or nation-wide spots or areas? 


Nobd 


NEWSPAPER ADVERTISING SERVICE, INC. 


Business Corporation of the National Editorial Association 


SAN FRANCISCO 
441 Holbrook Bidg. 


CHICAGO 
188 W. Randolph St. 


NEW YORK 
512 Fifth Ave. 


NAEA Offers Plan 
to Solve Problem 
of Mat Shrinkage 


MILWAUKEE—A solution of the 
vexing problem of plate and mat 
shrinkage in newspaper advertis- 
ing, through adoption of a stand- 
ard method of ordering, publishing 
and billing all ads, has been 
recommended to newspapers by 
the Newspaper Advertising Ex- 
ecutives Association. 

The solution consists of a stand- 
ard of practice, to become effec- 
tive Oct. 1, 1946, which reads as 
follows: 

“The advertiser and/or agency 
shall designate the width in col- 
umns and exact depth, in which 
case the newspaper agrees to pub- 
lish and bill the advertisement in 
exact space ordered; measurement 
to be from cut-off rule to cut- 
off rule.” 

The standard was developed by 
an NAEA committee headed by 
Karl Finn, Cincinnati Times-Star, 
and subsequently checked with 
representatives of the American 
Newspaper Publishers Association 
and the American Association of 
Advertising Agencies. 


No Shrinkage Figuring 


If the standard of practice is 
adopted, advertisers will designate 
the exact space they want and 
newspapers will provide that ex- 
act space, regardless of mat 
shrinkage, so that space ordered 
and space billed for will always 
be identical. 

In a letter to the NAEA mem- 


‘bership, Robert K. Drew of the 


Milwaukee Journal, president, ex- 


| plained: 


‘“‘Newspapers will be giving ad- 


|vertisers exactly what they order 


/ columns, 
| newspaper 


under this standard. If an adver- 
tisement is ordered 150 lines x 2 
it will appear in the 

this size measuring 


'from cut-off rule to cut-off rule. 


At times white space may be 
added to obtain the exact size on 


ithe newspaper page. Advertisers 


will not be charged for space they 
do not receive. Newspapers will 
give advertisers what they order 
and charge accordingly. Deduc- 
tions for mat shrinkage are un- 
necessary under this plan.” 


Record Women’s Interest 
Noted in Business News 


Two illustrated pages of busi- 
ness and financial news in the 
Evening Press, Asbury Park, N. J., 
for June 12 were read by 45% 
of women interviewed, the high- 
est mark thus far reported in the 
Continuing Study of Newspaper 
Reading, the Advertising Research 
Foundation, New York, has an- 
nounced. 

The men’s score of 46% for 
these pages tied for third place 
in the 101 studied on which find- 
ings thus far have been reported. 


Sylvania Advances Two 


John T. Burdick, in the sales 
department of Sylvania Electric 
Products, New York, has been ap- 
pointed California division man- 
ager of the lighting sales depart- 
ment, with headquarters in Los 
Angeles. Samuel J. McDonald Jr., 
personnel supervisor of the Salem, 
Mass., plant, has joined the sales 
staff of the radio tube division, 
serving in the New York and Phil- 
adelphia territories. 


Agency Names Houston 


- Ken Houston, who has written 
such radio programs as “Calling 
All Detectives,’ “Coronet Front 
Page” and “Esquire Sports Re- 
view,” has been appointed radio 
copy chief of Schwimmer & Scott, 
Chicago. 


Appoints Seeds Agency 


Russel M. Seeds Company, Chi- 
cago, has been named by General 
Plywood Corporation, Louisville, 


| to handle its advertising. 
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‘Erie Dispatch-Herald’ 
Plans ‘Morning Sun’ 


Edward Lamb and Kenneth D. 
Tooill, co-publishers of the eve- 
ning and Sunday Dispatch-Her- 
ald, Erie, Pa., will introduce the 
Erie Morning Sun, a_ six-day 
paper, -on Sept. 9. Both papers 
will be published from the same 
plant, but the morning paper will 
have its own staff. : 

Circulation of the Sun is ex- 
pected to start at 20,000. Com- 
bined circulation of the two will 
be 65,000. No circulation com- 
bination rates are contemplated, 
however, nor will there be any 
forced display advertising com- 
bination. 


Join Travel Promotion 


Cabot Adams, editor of Publica- 
tions Digest, has joined the ad- 
visory board of Travel Promotion 
Associates, New York, and will 
supervise all advertising copy and 
travel literature, Theodore Jacob- 
sen has also been added to the 
board in purely an advisory ca- 
pacity. 


Staley to Produce 
Meat-Flavor Salt 


A. E, Staley Mfg. Company, De- 
catur, Ill., will begin volume pro- 
duction of a meat-flavor salt for 
flavoring foods as soon as an addi- 
tion to its plant is completed. 

The product, which is techni- 
cally known as Monosodium Gluta- 
mate, is a white crystal product 
with the appearance of finely 
granulated sugar, but whose 
flavoring power is 15 times 
stronger than cane sugar and seven 
times stronger than salt. 


To Palm & Patterson 


Stevens Mfg. Company, Mans- 
field, O., maker of electrical ther- 
mostats, has named Palm & Pat- 
terson, Cleveland, to handle its 
business paper advertising and 
sales promotion. 


Becomes Olympic Radio 


The name of Hamilton Radio 
Corporation, New York, has been 
changed to Olympic Radio & Tele- 
vision, Inc. 


STATION A... 34.19 
" Se... 22.61 


WSGN is by far your greatest salesman. 
With the widest coverage of any station 
in Alabama, WSGN attracts the greatest 
over-all, All-Day listening audience. 


WSGN... 


*From May-June 1 946 Hooperatings 


ALABAMA'sS BEST BUY FAR! 


WSGN 


AMERICAN BROADCASTING COMPANY 


THE NEWS-AGE-HERALD STATION 
Represented Nationally by Headley-Reed 


.. 99.41" 
STATION C.... 5.49 
= ae 


1 


features 


0. and waded tn 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta+ Charlotte+Dallas+ Detroit» Kansas City «Los Angeles « Memphis + St. Lonis+ San Francisco 
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Specialty Sales 
Sells Servicemen 
on Orange Juice 


ForT LAUDERDALE, FLA.—Spe- 
cialty Sales, Inc., sales agent for 
Florida Citrus Canners Coopera- 
tive, has embarked on a program 
especially designed to help ex- 
servicemen sell orange juice to 
institutional users. 

Officials of Specialty reveal that 
the program, which includes use of 
various promotional pieces, has 
thus far induced many veterans to 
enter the field, with resulting in- 
creased sales of Florida oranges. 


Promotional pieces point out, 
first, that orange juice is a high- 
price product with a fast turnover, 
much sought after by hospitals, 
hotels, juice stands and other in- 
stitutional users desiring to avoid 
the labor of producing juice. 

Material prepared for prospec- 
tive distributors emphasizes price 
advantages and profit margins 


through sale of the commission’s 
trademarked Priceless concentrated 
orange juice. One selling point: 


“With oranges at $5 per box, de-. 


livered at your destination, your 
cost per gallon (at four gallons 
per box) is $1.25 per gallon, while 
your customers’ cost is $1.43 per 
gallon as he does well to get three 


and a half gallons per box. You, 


thus have an 18-cent edge to start 
with.” 
Direct mail pieces to 


tional users point out that Price- | 


less concentrate has approval of 
the American Medical Association 
and U. S. Army, does not require 
addition of sugar, and “each gal- 
lon contains the juice equivalent of 
two boxes of oranges and it costs 
you less.” 


Agency Changes Name 


The name of Van De Mark Ad- 
vertising, Cincinnati, has been 
changed to Rand-Ries Advertising 
because of the death of Curtis W. 
Van De Mark. The list of clients, 
personnel and location will remain 
the same. 


institu- | 


|M. R. Johnson Gets 


Six New Accounts 


M. R. Johnson, Philadelphia, has 
been appointed to handle the ad- 
vertising of Industrial Fabricators, 
Philadelphia manufacturer of toys 
and gymnasium equipment, using 
business papers, direct mail and 
newspapers; Bearing Products 
Company, maker of bronze and 
brass bearings for the textile in- 
dustry and specialists in precision 
textile work, using business papers 
/and direct mail; Landau & Co., dis- 
tributor of plastic paint, using 
daily newspapers and direct mail; 
Cowboy Record Company, manu- 
facturer of cowboy and hillbilly 
records, using business papers, 
theatrical publications, direct mail 
and radio; Areated Products Com- 
pany, using business papers, news- 
papers and direct mail; and But- 
terick & Megary, using newspa- 
pers, radio and direct mail. 


Emporium to Hoefer 

Emporium, San Francisco de- 
department store, has appointed 
Hoefer, Dieterich & Brown, San 
Francisco, to handle its direct mail 
advertising. 
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Bloch-Joseph Firm Formed 


Bloch-Joseph & Associates. lo- 
cated at 310 Citizens building. 
Cleveland, has been formed to sel! 
nationally the radio productions of 
independent producers and writers. 
Louis M. Bloch Jr., formerly busi- 


ness manager of Intercollegiate 
| Broadcasting System, New York, 
/and Ernest Joseph, pieviously ra- 
dio director of McDaniel-Fisher & 
Spellman, Akron, are heads of the 
new organization. Representatives 
will be appointed in major cities. 
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Names Rowe & Wyman 


Ohio Machine Tool Company, 
Kenton, O., manufacturer of borers, 
shapers and screw machinery, has 
vlaced its advertising with Rowe & 
Wyman Company, Cincinnati. 


WICY to Start 


Station WICY, Malone, N. Y., 
owned by Mitchell C. Tackley, is 
expected to begin operations on 
Oct. 1 on a wave-length of 1,490 
kilocycles. 


| 
| 


MUTUAL 


We don’t mean t 
is that there is plenty 


as staple items. For gi 


Orchids 
On Their Budget! 


Not that Lawrence folks 
are clad in sables and diamonds. 


the Capital of the Woolen and Worsted Textile 
Industry. With an effective buying income of 
$90,480,000.00, there is enough money within 
the family budget to buy the “extras” as well 


rence folks turn instinctively to the Eagle- 
Tribune ... it’s the ads in this daily combination 
that prompts them to buy! 


The Only Newspaper Devoted Exclusively to Lawrence 


@ Read in 95 out of 100 homes 
@ ABC over 35.000 
@ 82% home delivered 


e ABC City Zone Population 128,619 


Serving hundreds of actloral a:vertisers 


tk EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 
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of purchasing power in 
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Small Department 
Stores’ Expenses 
Decline Slightly 


ANN ARBOR—For many depart- 
ment stores, operating expenses 
have declined very slightly during 
the war, despite the fact sales 
have nearly doubled since 1941. 
With higher promotional expenses 
to come when the sellers’ market 
ends, the slight drop in expenses 
may give way to a sharp over-all 
increase, cutting deeply into profit 
margins. 

This warning comes from the 
University of Michigan’s School of 
Business Administration in a 51- 
page report on “Departmental 
Merchandising Results in Small 
Department Stores, 1944 and 
1945.” 

Prepared by Edgar H. Gault, 
professor of marketing, it is based 
on reports received by the school’s 
research bureau from ‘“noncom- 
peting, independently-owned” gen- 
eral department stores in the Great 
Lakes region. Average sales for 
the stores last year was nearly 
$2,500,000. They were about $1,- 
250,000 in 1941 and slightly more 
than $2,000,000 in 1944. 


Ads Are 3.2% of Sales 
Prof. Gault points out that sales 
have increased about 14% annual- 
ly for the past four years, while 


ably be more careful during the | 42.8%; corsets and _ brassieres, 
buyers’ market to control pay-/ 42.3%; carpets, rugs and linoleum, 
roll and other expenses; 2. store | 42.1%; and patterns, 42%. Lowest 
margins will probably increase mark-ups were: Basement miscel- 
when “costs threaten the normal | laneous, 36.3%; juniors’ and girls’ 


“functional” expenses have dropped 
only from 31% to 29.3% of sales. 
“With the return of the prewar | 
services of a buyers’ market and | 
its accompanying promotional re- 
quirements, or even with a slight | 
decline in sales, store expenses 
could be expected to push upward 
to 87% of sales or more,” he 
warns. “From the standpoint 01 
profit, retailers would be in a pre- 
carious position.” 

Advertising expenses for the | 
stores last year were 3.2% of sales, | 
compared with 2.9% in 1944, 3.1% | 
in 1943 and 3.38% in 1942. About | 
15% of the ad expense went into) 
salaries. Other 1945 store expenses 
included: Selling, 8%; administra- 
tion and general, 7.2%; occupancy, 
5.6%; buying, 3.8%; and display, 
0.9%. 

Mr. Gault explained that ex- 
penses may not rise greatly, how- 
ever, because: 1. stores will prob- 


HABIT. -¢ nG 
THOSE ORmMI 


f 
as revealed by 
HIT PARADER 


Magazine's 
post-war study* 


HAIR - 80% 


use shampoos. 


FACE - 66% 


use Cold or Cleans- 
ing Creams. 


TEETH-100% 


use dentifrices. 


HANDS-80% 


use Hand Creams 
or Lotions. 


*First post-war survey of song-lyric market— 
conducted by Market Research Co. 


PUBLISHERS | 
REPRESENTATIVES | 
152 weet tnd Sect» New York 8. 


wi 7-3079 


profit margin,” and 3. expense in- | 
creases will be offset by increases | 
in dollar sales volume caused by | 


price rises. | 


| 

Average Mark-up 39.5% 
The report shows that the | 
stores’ average mark-up over cost | 
f goods was 39.5% last year, | 
against 39.8% in ’44, 40.2% in ’48, | 
10.6% in ’42 and 39.9% in ’41.| 
Highest mark-ups by departments 
‘ast year were: Gifts, art goods. 
and stationery, 44.6%; furniture, | 
etce., 44.3%; jewelry and leather | 
goods, 44%; china and glassware, 
43.4%; draperies and _ shades, 


wear, 37.2%; hosiery, 37.4%; in- 

fants’ wear, 38.4%, and _ house 

dresses and aprons, 38.4%. 
Discussing merchandise  turn- 


over, Mr. Gault points out that 
“the age of merchandise for the 
past two years has increased.” The 
reason is found “in a little less 
care in the selection of merchan- 
dise and a reluctance on the part 
of retailers to mark down old items 
which could only be replaced by 
merchandise of similar quality.” 
Figures show that three-fourths 
of store merchandise last year was 
“under six months old,” 18.5% 
had been on hand for six to 12 


months and 6.5% was over a year 
old. About the same percentages 
obtained in 1944. In 1943, 80.7% 
was less than six months old, 
13.7% was six to 12 months old 
and 3.6% had been oy hand a year 
or more, 

The report includes 32 pages of 
statistics on month-by-month sales 
increases, markdowns, stock-sales 
ratios, etc., 1945 over 1944, for 
each department for the stores 
surveyed. 


Runs Test Copy 
in ‘Business Week’ 


Irving Air Chute Company, Buf- 
falo, has scheduled four ads to run 
in Business Week to test copy, 
market and media for its chair- 
type parachutes. The campaign 
will continue beyond the test, but 
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the basis has not yet been decided. 
Full pages are also appearing in 
aviation business papers, to intro- 
duce the chute for use in company 
and privately-owned planes. No 
airline as yet is using the chutes, 
but the company thinks that all 
planes will be equipped with chutes 
before long. 

Addison Vars Company, Buffalo, 
has the account. 


Launches Liquor Drive 


Western Reserve Company, Cin- 
cinnati, for Sunshine liqueurs and 
fruit flavored gins, has launched a 
statewide newspaper campaign in 
Alabama, using 200-line announce- 
ment-type ads in morning and eve- 
ning editions. These will be fol- 
lowed by a “heat beater’ campaign 
featuring Sunshine gins and 
liqueurs in a variety of cooling hot 
weather drinks. 


Ja all 


brings this group together for you 


... in the metalworking plants 
that do over 96% of the 


industry’s volume. 


@ Gathering information for the men re- 
sponsible for more than 96% of all metal- 


working business is a full time editorial job. 


That’s why STEEL has the largest full time 
editorial staff of any industrial publication 
in the country. And, it’s a further reason 
why metalworking men read STEEL. It brings 


them news... markets . 


production help. 


. . engineering and 


STEEL is first with the men you want to sell. 
For more data on STEEL’S market—its size— 
number of plants—operations performed— 
and importance to you—invest an hour in 
looking over STEEL’S study of the market. 
Advertising men tell us the continuing study 
provides the most complete and up-to-date 


data available anywhere on the Metalwork- 


ing Market. The man from 
STEEL will be glad to show you 
this highly informative market 
study. 


STEEL 


“enton Building, Cleveland 13, Ohio me fa. @-+ ii oe © 3 “ y 


MORE THAN 100,000 MEN RESPONSIBLE 


—— 


READ BY 23,452 


METALLURGICAL, DESIGN & 
PRODUCTION ENGINEERS 


@\ 


READ BY 20,675 
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MASTER MECHANICS & FOREMEN 


READ BY 8630 
WORKS MANAGERS & 
FACTORY MANAGERS 
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WIBW Surveys 
Kansans’ Plans 
for Reconversion 


ing, more than 55% of the families | study indicate that Kansas will| upper bowl, fill the lower bowl with 
questioned “said that they have spend about $128,000,000 for home | water, and plug in. The rest—heat- 
more money than they had during appliances, while during 1945 the | ing the ae ™ ~— —. 
1945, while 31% said that they had anticipated purchases totalled al-| = ond tan Pa ‘% pling . 
as much in savings as they held most $160,000,000. Home furnish- | 87° spay | 


: a minute, turning the high-heat 
during the previous year. Almost ings account for about $107,000,- | off, drawing the Bae heal be the 


TOPEKA, KAN.—More than 93% 
of families questioned in a survey 
on “The 1946 Reconversion Plans 
of Kansas Families” have savings 
in war bonds and stamps, and they 
indicate that Kansans this year 
anticipate spending about $128,- 
000,000 on home appliances alone. 


The survey, covering 3,737 
families, was made by Dr. F. L. 
Whan of the University of Wichita 
and is being issued by WIBW, 
Topeka. It represents opinions of 
farm, village and urban families 
throughout the state. 


half of the families admitted that | 000, while 1945 estimates were 


they were in debt, but more than 
half (54.4%) said that they owed 
less than they did during 1945. 

In home appliances, 64.3% said 
that they would buy within a year, 
but only 44.2% said that they 
would buy today if they could get 
the desired units. In home furnish- 
ings, there was about the same 
vrovortion of groups. More money 
will be spent in the home appliance 
and home furnishings fields than 
any other. Automobile purchases 
ran far below other anticipated 
purchases. 


“more than $180,000,000. 
_ Methods used in the survey to 
|obtain information included ques- 
'tionnaires sent to farmers through 
| their student children, and inter- 
views in city and village. homes. 
Copies of the survey may be ob- 
tained from WIBW, Topeka. 


Cory Offers New 


Automatic Brewer 

Cory Corporation, Chicago, has 
added a new deluxe automatic 
brewer to the Cory line. With the 
new brewer, all the housewife has 


lower bowl, and keeping the cof- 
fee at a serving temperature—is 
all done automatically. 

A limited quantity of the new 
product is expected to be available 
'to retailers for the Christmas 
season. 


Join Olmsted & Foley 


James D. McTighe, recently re- 
leased from the Army and prior 
to that engaged in editorial and 
radio work in Minnesota, has been 
appointed radio director of Olm- 
sted & Foley, Minneapolis. Robert 
S. Rydholm has joined the staff 


as assistant to the production 


In planning their postwar buy- manager. 


Aggregate figures shown by the: to do is to put the coffee in the 


Sales Management's 1946 re- 
tail sales and services forecasts : 
have placed Akron at the top 
of the preferred cities in Ohio 


each month. 


ae 
ys Sonal 


Here are the figures. The first 
column, "City Index", shows 
how Akron's month compares 


READ BY 7305 
PRESIDENTS 


READ BY 6685 
VICE PRESIDENTS 


with the same month of the 
year 1939. 110, for example, 
would forecast a 10% gain 


over the last normal and last 


| official census year. The second 
column, "City National Index", 
relates Akron's change to the 


READ BY 6377 
GENERAL MANAGERS 
national change. Figures over 
100 indicate Akron's increase 
over the national average. The 


third column shows in millions 
of dollars the expected total 
of Retail Sales. 


READ BY 5656 1946 City City $ 
SECRETARIES & by months _—index Nat'l. Millions 
TREASURER'S * * * * 
Jan. 235.1 134.6 19.50 
Feb. 236.2 134.6 18.75 
Mer. 234.3 133.0 20.75 
April 236.1 131.0 22.00 
May 248.4 132.5 25.00 
June 246.2 129.2 26.00 
i July 246.5 127.1 25.25 
Ss Aug. 241.0 123.6 25.35 


READ BY 4731 
SALES MANAGERS 


* OTHER SUPERVISORY PERSONNEL... 2983 
STEEL brings 102,858 men to- 
gether for you every week... 
in the metalworking plants that . | 

| 
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GENERAL _ READ BY 9257 
SUPERINTENDENTS PURCHASING do over 96% of the industry’s 
OFFICIALS vetume. 
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Taylor Joins Zellerbach | 


Kenneth I. Taylor, former presi- 
dent of the Springfield (Mass.) | 
Typographical Union, has become 
public relations representative of 
Crown Zellerbach Paper Company, 
San Francisco. 


Wetzel Lecves ABC 


Maury Wetzel, production mana- 
ger of American’ Broadcasting 
Company’s central division, Chi- 
cago, has resigned. Fred Kilian 
has been named acting production 


: 
WBNS 
REGISTERS HIGH 


manager. 
a9 
I 
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Food Stores Say 


Shoppers’ Music 
Doubles Sales 


HARTFORD, CONN.—So successful! 
have been the combined music and 
commercials piped into 15 First 
National Stores in Hartford (AA, 
Aug. 5), that the system known as 


Storecast is planning expansion 
with installations in Bridgeport 
and New Haven. _ Springfield, 


Mass., will also be covered with 
music from the Hartford installa- 
tion. 


Clarence M. Raffel, statistician 
for First National Stores, said 
that the initial use of the service 
doubled sales in the Hartford Su- 
_permarkets during a 13-week 
|period. Storecast, under direction 
of Stanley Joseloff, former radio 
|director for the Biow Company, 
|expects to have full New England 
|service by early 1947, and plans 
expansion nationally as soon as 
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equipment becomes available. 

The current schedule is limited 
to 25 sponsors. During each hour 
of the broadcast there is a ten- 
minute interval of silence for non- 
music-loving shoppers. 


Plans Battery Drive 


Promotions for a new line of bat- 
teries for the Goodyear Tire & 
Rubber Company, New Toronto, 
will break this month in daily 
newspapers, farm _ publications, 
business papers and outdoor post- 
ers. The new line includes a “YKL” 
heavy duty premium battery for 
cars, trucks and buses, an “All- 
Weather” line for average passen- 
ger car use, a “Utility” battery for 
use in low mileage cars, and a line 
of heavy duty diesel batteries. The 
Toronto office of J. J. Gibbons will 
direct the campaign. 


Adds New Department 


Atom Advertising Agency, New 
York, has established a new prod- 
uct research department for de- 
signing new products as well as 
modifying old ones for its clients. 


HAT’S why the Classified section of the Telephone 
Directory is so popular. It gives men and women 
everywhere easy-to-find buying information. 


Dealers of branded products and authorized service- 


men listed in the Classified are always at the fingertips 
of those who need the products or services they handle. 


Millions take advantage of this easy way to buy, daily. 
In homes, in offices, in factories and at telephone pay 
stations the Classified is busy 24 hours a day—busy 
answering business questions like this: ‘‘Who sells this 
branded product wholesale?”; busy helping to solve 
such household problems as: “My refrigerator has 
stopped. Where can I find an authorized serviceman?” 


Because a quick look in the Classified saves 
time and trouble— people everywhere turn to 


this popular book before they buy. 
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GOES INSTITUTIONAL — Walgreen 

Drug Stores, Chicago, has begun us- 

ing institutional copy for its pharmacy 

service in newspaper ads, and is run- 

ning ads like this in Hygeia and the 

AMA Journal. Schwimmer & Scott is 
the agency. 


Walgreen Using 
Institutional Ads 
in Magazine Drive 


Cuicaco—W algreen Drug 
| Stores, which long has almost ex- 
-clusively used selling copy in its 
| weekly advertisements, has begun 
_devoting prominent space to insti- 
|tutional copy for its pharmacy 
service. 

| In addition, Walgreen is using 
|regular space in Hygeia and the 
| Journal of the American Medical 
| Association to remind physicians 
/and the publie that “compounding 
prescriptions with the utmost care 
is the most important single thing 
in our business.” 

The chain’s ad in the current 
| Hygeia stresses the close and con- 
fidential relationship among the 
doctor, patient and drug store. 

Walgreen’s newspaper ads, which 
usually appear in the leading news- 
| paper in each of its markets in 39 
| states, will continue to be devoted 
largely to direct selling copy. 
Actual space in the ads is based 
on its sales pattern. About 45% 
of Walgreen business consists of 
drug sales, 28% is soda fountain 
business, and 27% cigar stand 
trade (AA, April 22). 

Walgreen will spend about $3,- 
000,000 this year for newspaper, 
radio and magazine advertising. 
Schwimmer & Scott handles the 
account. 


KGNC Promotes Jackson 


Aubrey Jackson, assistant sta- 
tion manager of Station KGNC, 
Amarillo, ‘Tex., has been appointed 
resident general manager, succeed- 
ing Raymond Hollingsworth, who 
resigned to become secretary and 
general manager of the American 
Quarter Horse Association. 


ae 


FROM THE OUTSIDE 


shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times has 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


| 
| BOGNER & MARTIN 
Sales Representafives 


CHICAGO 


| 
le Although Bayonne is within the 
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Inkograph Series 
Satirizes Claims 
of Other Penmakers 


Introduces Fictional 


Pen at $1,091; Ribs 
Ball-Point Themes 


NEw YorkK—Months ago, when | 
Reynolds’ Rocket pen was only a 
ball-pointed gleam in its maker’s 
eye, Inkograph Company and its 
agency, L. E. McGivena & Co., 
decided to run a campaign which 
in light-hearted fashion presents 
its 1955 model, for the fictitious 
price of $1,091.99 (less tax), and 
christened the apocryphal wonder 
“The Rocket.” 

This was in April, and all dur- 
ing May the company pondered 
its work with many a chuckle, 
thinking of the copy as it would 
appear in September. But just 
before the copy appeared, Rey- 
nolds announced a new pen, the 
Rocket. 

Now both Inkograph and the 
agency explain it was coincidence 
in its most hideous form. In the 
meantime, advertising circles were 
looking at copy which brightened 
the pen field, long dominated by 
headlines which promised writing 
in the stratosphere or fathoms 
under the sea, with a sparkling 
and satirical touch. 


It Brands Cattle 


The half-page copy is headlined 
“Our 1955 model—maybe! The 
Rocket, the pen with the radiumed 
point only $1,091.99 (not including 
tax):;”’ 

From there one of McGivena’s 
free - wheeling copywriters had 
taken off: “No other pen which 
will do so many, extraordinary 
things . . . brand cattle, spotweld, 
etch letters in solid concrete, re- 
pel insects or strange men, cut 
cabs in two pieces, burn holes in 
any blanket, melt locks (throw 
away your keys), remove super- 
fluous hair (no smell, sticky wax 
or paste!) and call police cars on 
short wave (if the police don’t 
call you first!). It may even write, 
for all we know! ... And you’ 
have only nine more years to) 
wait!” 

The ball-point pens were) 
touched lightly later in the copy: | 
“Tt writes with ordinary ink that 
comes out of bottles, and you can 
fill it yourself! With its special, 
ultra-hard solid 14-kt gold ball- 
like point that can’t bend, spread, 
spatter or leak, the Inkograph... 
fits any hand (including the 
left). 

The ‘fictional pen copy will run 
until the end of the year, and | 
will appear in two-color half 
pages. But the company will have 
two campaigns in operation, the) 
other composed of conventional 
selling copy. Advertisements will 


WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its cir- || 
culation of 23,197 ABC circulates | 
in the heart of Wisconsin, one of | 
the best dairy sections of a great | 
dairy state. Sheboygan county is || 
listed as the greatest dairy center | 
in the United States. When you | 
buy space in The Sheboygan Press | | 
you are reaching a great market. 
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appear in.:.American, Collier’s, 
Cosmopolitan, Good Housekeeping, 
Ladies’ Home Journal, Life and 
Redbook, as well as 18 magazines 
of the Popular Publications Greup. 
Spot radio in the New York met- 
ropolitan area will be used. 

Future insertions will herald 
miraculous feats which the Inko- 
graph will not perform. Copy will 
reiterate that it will not write on 
cloth, nor under water, salt or 
fresh. 

In a statement released by the 


agency,: J.. Wallace, Inkograph’s 
president, said the company isn’t 
“mad at anybody.” 

“There will always be a lanes 
and lively market for a low- 
priced pen that gives high quality 
performance. This point is cer- 
tainly worth making to a bewil- 
dered public, currently confused 
by costly and super-colossal pen 
novelties. And we thought that 
a little mild satire would serve to 
spice our story and get the idea 
across.” 


Dwyer Joins Rexall 


_ Martin J. Dwyer Jr., formerly 
advertising executive with Time, 
Inc., New York, has been ap- 
pointed cooperative advertising 
manager of United-Rexall Drug 
Company, with headquarters in 
Los Angeles. 


Form Metro Associates 


Metro Associates, Dallas pub- 
lic relations company, has been 
formed by J. O. Newberry, for- 
merly publicity director of the 
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war finance committee of Texas, 
and Dwight H. Plackard, pre- 
viously on the public relations 
staff of North American Aviation, 
Inc. Offices are located in the Van 
Buren building. 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


; ’ annual i income PO UL TRY 
runs close to 50 mit f 10N DOL LARS 


HE 1940 U. S. agricultural census reports 6,834,154 : 
chickens in the Beeline area . . . and 1,528,799 turkeys. 
(Stanislaus is U. S. county No. 1 in production of turkeys.) 
Beeline hens produce more than 500 million eggs a year. 
So poultry is another source of Beeline income , . another 


reason why this is a TWO BILLION DOLLAR MARKET. 


What is the Beeline? California’s busy central valleys, 
plus Reno and wealthy western Nevada . . . a market which 
rivals Los Angeles in population and tops San Francisco 


in retail sales. 


Where there are valleys there are mountains. And moun- 
tains 6,000 to 8,000 feet high run all around the Beeline. 
Which means that here smart radio advertisers use INSIDE- 
THE-MARKET stations. Time on Beeline Stations is a very 


profitable buy. 


Sacramento, California 


clearance problems. 


KERN 


Bakersfield (CBS) 
Established 1931 
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Facts for Time Buyers about the 
5 BEELINE Stations 


: Each station in the BEELINE Group (not a network or chain) 
: is dominant in its community, powered for THOROUGH 
COVERAGE. These stations TOGETHER blanket California‘’s 
mountain ringed central valleys, plus Reno and wealthy 
western Nevada Use all 5 at combination rates. Choose 
: best availabilities on each station without line costs or 


KWG 
Stockton. ABC. Established 1921. 
best known station in San Joaquin County. It handles 
a large volume of local business and devotes more 
time to public events than any other station in the 
county. 250 watts — 1230 kc. 
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The oldest and 


KMJ 
Fresno (NBC) 
Established 1922 


KFBK 
Sacramento (ABC) 
Established 1922 
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| KOH 


| Reno (NBC) 
Established 1928 


. 
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McClatchy Broadcasting Company 


Paul H. Raymer Co., National Representative 
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South and West 
Found Breaking 
East's ‘Shackles’ 


War-Built Factories, 
Atom Bomb, TVA's 
to Aid, Says Mezerik 


New YorkK—After a century or 
more of domination by the highly- 
industrialized East, “the South 
and the West are on their way,” 
A. G. Mezerik concludes in ‘The 
Revolt of the South and West” | 
(Duell, Sloan & Pearce, $3). 

“They have tools—decentraliza- 
tion forced by the atomic bomb, 
TVA (and similar projects al- 
ready launched or projected in 
the Colorado, Columbia, Missouri, 
Sacramento and other valleys), 
war-built plants, new political | 
power, new skills and knowledge. 
They will use them. They have 
the leaders and the determination. 
They have strong allies in the East 
among those who want a free 
democratic nation.” 

And in the end, Mr. Mezerik 
believes, the South and West ‘will 
defeat the ambitious attempts of 
the corporate aristocracy to con- 
trol and direct the commerce, 
industry and even the culture of 
the country.” 

Currently an editor of Business 
News Service, Mr. Mezerik has 
served as managing director of the 
Institute of Standards, as consult- 
ant to the American Hotel Asso- 
ciation, American Standards Asso- 
ciation and the Senate committee 
on small business. 


Eastern Controls Cited 


The East (in which he includes | 
10 states from Massachusetts and 
New York to Michigan and Illi- 
nois) has maintained its power 
over the rest of the country by 
such devices as “a financial dic- | 
tatorship, which favored the East | 
with lower freight rates’; by mo- 


nopolies, resting on patents; by | 
control:of capital, and by “the| 
tariff, which superficially seems 


only to affect international trade” 
but which “penalizes the people 
of the subordinate regions in our 
own United States.” 

Mr. Mezerik compares total as- 
sessed valuation of each of 27] 
western and southern states with | 
the total assets of each of 30) 
“billion-dollar” corporations, and 
finds that the ‘poorest’ of these 
corporations is richer than any of 
14 of the states. 

Only California is richer than 
the richest corporation, Metropoli- 
tan Life. But Metropolitan and 
American Telephone each is richer 


500,000 
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than all of Texas, the second 
wealthiest ‘“non- eastern’ state. 
Prudential Insurance and Pennsyl- 
vania Railroad each is wealthier 
than Kansas or Kentucky, and the 
New York Central, Chase Bank 
and New York Life each is wealth- 
ier than North Carolina or Ne- 
braska. Eight corporations are 
shown each to be richer than the 
next state on the list, Tennessee. 


Family Influence Traced 


Consolidated Edison Company, 
operating only in part of New 
York City, has more assets than 
the entire assessed valuation of 
Louisiana, or any one of the 20 
other states. 

Mr. Mezerik traces the influence 
in large corporations of the du 


Ponts, Mellons, Morgans and 
Rockefellers. He shows that “more 
than two-thirds of all the coun- 
try’s money heads for strong 
boxes located in New York, New 
Jersey, Massachusetts, Pennsyl- 
vania and Connecticut.” He shows 
that whereas the South and West 
“furnish 30% of the _ business,” 
more than 95% of the more than 
$100 billion in life insurance in 
the country is held by eastern 
companies. 

Despite revision in 1945 by the 
Interstate Commerce Commission 
of the freight rate structure which 
had long penalized the South and 
West, he says that “the far West 
continues to pay $183 in freight 
rates for every $100 which the 
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East pays to move similar finished 
goods the same distance.” 


‘Bridgehead to Tomorrow’ 


The author cites, however, the 
work of the southeastern and 
northwestern governors groups to 
give industries in their areas a 
better competitive break. He 
finds the spread of “TVA’s”, for 
more and cheaper power and more 
water for irrigation as “a bridge- 
head to tomorrow.” He urges 
more government aid to develop 
the resources and increase the 
population and markets of these 
sections. Especially, he believes 
the development of an independ- 
ent western steel industry to be 
the basis for “real competition.” 

Unlike some other recent writ- 


ers, Mr. Mezerik does not single 
out national advertising as a 
primary factor in creating and 
maintaining “monopoly.” But 
neither does he mention the work 
which western and southern 
manufacturers and groups —no- 
tably in California—have- done 
with advertising in competing vig- 
orously against the “eastern mo- 
nopolies.” 


Appoints Rankin 

Robert H. Rankin, for the past 
three years with the OWI and 
state. department, London, has 
been appointed to head export and 
import, and American promotion 
in Europe, of the Electric & Gen- 
eral Industrial Trusts, London. 
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HOW MANY 


PROBABLY ONLY 5 TO 50,000—AND NEWSWEEK 
INFLUENCES MORE THAN 700,000 IMPORTANT 
AMERICAN FAMILIES. SO IT’S YOUR ECONOMICAL 
WAY TO REACH THE PROSPECTS YOU WANT 
TO SELL FIRST. 


want to accomplish. 


You don’t need the 140 million people 
of America for your product. That’s 
self-evident. Just add up the number 
of customers you have now. It’s un- 
doubtedly a small number. If you want 
a tenor twenty percent increasein your 
business next year, obviously you need 
only ten or twenty percent more cus- 
..asmaller number still. 


tomers. 


Let’s take some of this mystery 
out of advertising and talk simple 
arithmetic. Let’s talk about what you 


New Customers 
Do You Need? 


—- 


Newsweek reaches more than 700,000 
key American families, and influences 
many times that number. From these 


top-flight leaders of industry and busi- 


tomers you need. 


ness you can easily get all the new cus- 


Concentrating on these high-income, 
influential prospects—more and more 
advertisers are finding—is a very prac- 
tical way to lower the cost per sale. 

So one logical step in making your 
advertising dollars more productive is 
to put more of them in Newsweek and... 
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Dissolves Partnership 


Stuart M. Stevens has dissolved 
his partnership in Stevens-Lan- 
der-Young Advertising to join 
Gail Hall Advertising, Los An- 
geles, forming a new agency under 
the name of Stevens-Hall Adver- 
tising, at 1605 N. Cahuenga Blvd., 
Hollywood. Mr. Hall will super- 
vise art and production, while Mr. 
Stevens takes over business man- 
agement and public relations. Tom 
Dewey will head the copy depart- 
ment. 


Rissman Appoints Gross 


John Rissman & Sons, Chicago, 
has appointed H. M. Gross Com- 
pany, Chicago, to handle the ad- 
vertising of its Windbreaker cas- 
ual jackets. National magazines 
will be used. 


Music Merchants 
to Back Record 
Sales Institute 


CHICcAGO—A merchandising in- 
stitute for sales of phonograph 
records will be held for one week 
beginning Sunday, Sept. 29, at the 
Continental Hotel here. 

Sponsored by the National Asso- 
ciation of Music Merchants, Chi- 
| cago, the institute is the result of 
numerous requests for a “down 
to earth” training program for 
record sales, voiced at the recent 
national convention of the asso- 
ciation. 
| The meet will represent the first 
|time that an attempt has been 


made to pool retail sales knowl- 
edge in the record field. Instruc- 
tors will be merchandising people 
in the record business, all of whom 
have had extensive experience in 
the field. 

Subjects will include inventory 
control, purchasing methods, serv- 
ice, presentation, promotion and 
advertising, measuring the cus- 
tomer’s musical I. Q., and acces- 
sory sales. The group will be lim- 
ited to 50 persons. 


To Frost & Crawford 


Frost & Crawford, Los Angeles 
public and industrial relations con- 


sultant, has been appointed to 
handle the publicity on the 
“People are Funny,” aired by 


NBC, starting Sept. 15. 


Graham Opens Agency 


A new advertising agency, Hugh 
H. Graham & Associates, has been 
formed at 10 Arcade, New Britain, 
Conn., with Hugh H. Graham, 
formerly vice-president of Charles 
Brunelle Company, as president. 
Other officers are Edward J. Lush, 
vice-president; J. Roy McLennan, 
formerly radio director of Charles 
Brunelle Company, secretary, and 
E. Morgan Kelley, formerly tech- 
nical illustrator of United Air- 
craft Corporation, art director. 


Gets Piston Ring Account 


Klau-Van Pietersom- Dunlap 
Associates, Milwaukee, has been 
named to handle the advertising 
of Wausau Motor Parts Company, 
Wausau, Wis., manufacturer of 
Oil-Savr piston rings. 
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“THE TOP 700,000” 
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| HOW DO 
| ADVERTISING 
| AGENCIES 


' EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You will find the answers to these, 
and to many more “‘sticklers’ in 
this comprehensive, useful guide— 


ADVERTISING AGENCY FUNCTIONS 
AND COMPENSATION 


By the Editors of Advertising Age 


Here, for the first time, is a fac- 
tual, timely guide to existing prac- 
tices in advertising agency service. 
More than 300 advertising man- 
agers and agency executives spent 
from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 
Dozens of advertising agencies 
have ordered copies in quantities 
for distribution to their clients, and 
to their own staffs. One advertis- 
ing manager ordered 12 copies to 
pass on to “top management.” It 
will help you, your clients and 
your employes to understand bet- 
ter this agency business. 

Here are comments by readers: 


“This is the most valuable piece 
of literature of its sort we have 
ever received .. .” 

Agency president 


“You have made a real contri- 
bution to the business, for which ! 
am sure we all owe you a vote of 
thanks .. .” 

Agency principal 


“It is something that our busi- 

ness has needed for a long time.” 
Account executive 

“My personal opinion is that 
you better get a lot of paper to- 
gether so that you will be pre- 
pared to meet the avalanche of 
requests .. .”’ 


Advertising Manager 


“lL am learning the advertising 
business, and your booklet has 
helped me tremendously . . .” 

Veteran 


Whether you are an advertising 
manager, an agency executive, or 
a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 
give you clearer insight into your 
own advertising job. 
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While the limited supply lasts, you 
can get extra copies of this infor- 
mative, factual report for $1 each. 
Order one now for your own files. 
Order extras for every associate 
concerned with marketing, mer- 
chandising, sales, or advertising. 
Price, one dollar from . . 
Advertising Publications, Inc. 

100 E. Ohio St. Chicago 11, Ill. 
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Advertising Publications, Inc. 

Div. 9946 

100 E. Ohio St., Chicago II, Illinois 
Gentlemen: 

Please send me 
“Advertising Agency 
Compensation." 


copies of 
Functions and 
Enclosed is $ 
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62 
Signs Beulah Karney 


Birds Eye-Snider Company, New | 


York, has signed a 30 week con- 
tract for participation in the 
Beulah Karney program heard 
Mondays through Fridays at 4:30 
to 4:45 p.m., CDT, over Station 
WENR, Chicago, effective Sept. 4. 
Young & Rubicam is the agency. 


‘Heads Kellogg of Canada 


George M. Johnston has been 
elected president of Kellogg Com- 
|pany of Canada and will continue 
as general manager. S. W. Harvey 
|has been named sales manager 
,and H. F. Muntz has been ap- 
| pointed a member of the board of 
|directors and vice-president. 
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FARM equipment/elailing 
1014 LOCUST ST. 
Official Publication - National Retail Farm Equipment Assn. 
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Dealer Poll Shows... 

Farm Equipment Retailers 
Handle Many Farm Supplies 
In Addition to Implements 


A membership survey recently made by 


National Retail Farm Equipment 


Association shows that thousands of 
these prime rural sales outlets now sell 


many related products used on farms: 


77.2% sell oils and greases 
67.0% sell tires 

44.6% sell hardware 

41.0% sell trucks and accessories 
37.6% sell fencing 

32.0% sell electrical appliances 
24.2% sell seed 

22.0% sell roofing 

83.0% sell belting 

70.0% sell cream separators 
90.2% sell feed mills 

61.0% sell farm water systems 
65.0% sell poultry equipment 
67.0% sell batteries 

52.7% sell fertilizers 


The Top 85.6% 


\ of the nation's farm equipment 


dealers are covered by one 
publication... Farm Equip- 
ment Retailing . . . the 
dealers’ own paper. 
Largest dealer circula- 

tion in the field... 
15,427; total sworn 
circulation, 18,819. 
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TODAY OR TOMORROW |... 
PRODUCT BUYING STARTS 
WITH PRODUCT =s 
INFORMATION Mae 


Thus information about your raat 


ship under all conditions. ROS 


industrial Equipment News is on that basis <a 
the product information re- : | 


reaching this important buying and specifying ra ” 


Reference to any issue of Industrial Equipment 

readily demonstrate its continuing 
leadership in this field of product news and in- 
formation publishing . . 
alone enou 
serve for all essential functions in all branches 


X and divisions of industry. 
Cost? Only $95 to $102 
Details? Ask for a copy of ‘“‘The IEN Plan’. 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY ‘ 
461 Eighth Avenue, New York |, N. Y. 
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Detroit, New York 
Ad Clubs Lead 
AFA Drive 


NEw YorK—Of the approxi- 
mately 110 advertising clubs lo- 
cated throughout the United 
States, 64 (including 16 women’s 
clubs) are affiliated with the Ad- 
vertising Federation of America. 


During the past 15 months, 11. 


clubs have either affiliated with 
AFA, applied for admission or be- 
gun organization with the inten- 
tion of applying for admission, 
and the federation has contacted 
14 other cities with a view to or- 
ganizing clubs there. 

Outside the AFA are two sec- 
tional groups: the Advertising As- 
sociation of the West, which 
includes about 30 units West of 
the Rockies, and the International 
affiliation of Sales and Advertising 
Clubs, located at the eastern end 
of the Great Lakes, which com- 
bines a half dozen United States 
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clubs with others in Canada. The 
latter organization operates on a 
small budget, and concentrates 
most of its efforts on holding an 
annual convention. Newcomer in 
the advertising federation field is 
the recently organized Canadian 
Association of Advertising and 
Selling Clubs. 


Several Rejoin AFA 


The Advertising Club of New 
York and the Adcraft Club of De- 
troit recently reaffiliated with AFA 
after several years of absence, and 
clubs in Little Rock, Ark., and 
Greensburg, Pa., have lately en- 
tered the AFA fold. New clubs 
organized and affiliated with the 
federation in the last 15 months 
include those of Albany, N. Y., 
Wichita Falls, Tex., and Orlando 
(Central Florida). The Advertis- 
ing Clubs of Dayton and Toledo 
have applied for admission, and a 
iclub in Atlanta is now in the 
process of organizing. 

Cities where contacts have been 
‘made by AFA with a view toward 


organizing clubs include El Paso 
and Amarillo, Tex.; Enid and Mus- 
kogee, Okla.; Mobile,. Ala.; Sioux 
City, Ia.; Altoona, Pa.; Chatta- 
nooga, Memphis, Knoxville and 
Nashville, Tenn.; Green Bay, 
Wis.; Bridgeport, Conn.; Baxter 
Springs, Kan., and Joplin, Mo., 
the last two with the intention of 
forming a joint club. 

The Poor Richard Club, well- 
known Philadelphia advertising 
group, and the general club of 
Washington, D. C., maintain an in- 
dependent status. 


To Use Book Matches 


Himrod Mfg. Company, break- 
ing a.50 year precedent, will spend 
its entire budget for domestic ad- 
vertising on Diamond Match Com- 
pany’s book matches, to promote 
an asthma remedy. The campaign 
will also end a 10 year period in 
which the company used no linage 


in the United States. Since 1936 
‘all appropriations have been spent 
,in foreign periodicals because of 
the company’s heavy export busi- 
| ness. 
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NEW PACKS — International Salt Co. 
has redesigned its Sterling meat curing 
and seasoning packages and now offers 
them as a group to retailers along 
with full color store banners for point- 
of-sale display. Designed by Jim Nash, 
the labels, bearing a family resem- 
blance, are finished in yellow, red and 
blue combinations. 


Joins Beaumont&Hohman 


William E. Fulton, advertising 
manager of Oliver Corporation for 
the past eight years, has joined 
the Omaha office of Beaumont & 
Hohman as account executive. 


Alfred Thompson Joins 
W. L. Stensgaard 


Alfred C. Thompson, until re- 
cently vice-president of Associated 
Merchandising Corporation, New 
York, has acquired a substantial 
interest in W. L. Stensgaard & 
Associates, Chicago. and has be- 
come vice-president and general 
manager of its eastern division in 
New York. 

Formerly with Strawbridge & 
Clothier, Philadelphia, Mr. Thomp- 
son joined AMC as research di- 
rector in 1936. 


‘Agency Changes Name 

| Lessid Advertising, New York 
advertising agency and art service 
|formed by Lester Krugman, presi- 
dent, and Sidney W. Williams, 
vice-president, has changed its 
‘name to Krugman Williams, Inc. 
| Offices will be located at 264 W. 
| 23rd St. 


C&S Offers Half-Fares 


| Chicago & Southern Air Lines, 
| REaenpsts, is now offering half- 
fares to all children between the 


‘ages of 2 and 12. 


by top management overseas 
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DE INDUSTRIAS AMERICANAS 


BULLSEYE 
ACCURACY 


YOUR SALES message straight to selected 


readers — that’s what we mean by 


accuracy” — that's what you get in World's 


Business and Guia. 


Your message goes right to the heart of your 
overseas market... to the top men in manage- 
ment—representing industry, government, 
transportation and commerce. These men read 


World's Business and Guia every 
month, to keep abreast of the 
American business scene, and 
to implement their purchas- 
ing knowledge before 
they specify and buy. 


WORLD'S BUSINESS & 


THE EXPORT BUSINES 
J. E. SITTERLEY & SONS, INC.. Publishers + 44 


woriD’s BUSIN 


IMPORTERS GUIDE 


& GUIA 


EBLICATIONS 
RYE. Hew YORK 16. N.Y. 
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2 Editions 
Every Month 
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Tire Firm Uses 
Forceful Copy 
During Strike 


Waco, TEx.—When tire workers 
employed by General Tire & Rub- 
ber Company’s plant here went 
out on strike in June, the com- 
pany dickered, got nowhere, and 
then opened up one of the biggest 
public relations ‘campaigns Texas 
had ever seen. 

In 15 full-page ads in the Waco 

News-Tribune and Times-Herald, 
General missed no opportunity to 
‘hammer home its arguments. 
‘When CIO’s Mr. Murphy went up 
'to Akron, O., presumably to get 
| orders from CIO officials there, 
|General followed him advertising- 
wise. 
_ Mr. Murphy, General announced, 
|“didn’t come home with the 
/bacon. He didn’t even come home 
| with the sowbelly. .. Getting no- 
where may not be a new expe- 
rience to Mr. Murphy. But he 
probably never got nowhere so 
fast.” 

Not so gently, General reminded 
more than 70,000 Texans that Mr. 
Murphy “could tell you who won 
the fourth race at Ascot park, near 
Akron, perhaps, but he couldn’t 
tell you how the worker was 
going to get back the house he 
had to leave because he couldn’t 
pay the rent.” 
| Other copy told how Waco 
| workers for General were getting 
more money for the same job 
'than workers in Akron (where 
| other tire workers were striking), 
-and carried illustrations of pay- 
checks. General also twitted the 
| CIO for its mathematics. Einstein, 
_it conceded, is a great mathema- 
'tician “but he could learn things 
|from the CIO.” 

_ By last month General admitted 
that results of its $6,000 campaign 
| were fruitful. Copy was prepared 
| by W. H. Mason, General’s public 
relations director, and placed by 
D’Arcy Advertising, Cleveland, O. 


Names K. G. Kramer 

Kenneth G. Kramer, formerly 
| Washington office chief of Ameri- 
/can Iron and Steel Institute, has 
joined McGraw-Hill Publishing 
;Company as executive editor of 
|Business Week, a newly created 
post. Edgar A. Grunwald, for- 
merly marketing editor of the 
magazine, has been named man- 
aging editor, succeeding Louis 
Engel, who has joined the Kip- 
linger Washington Agency. 


Two Join Morgan 


Robert Book, formerly’ with 
Penton Publishing Company, 
Cleveland, has joined Morgan Ad- 
vertising Agency, Phoenix, as as- 
sistant art director. Gene Biggs, 
formerly associated with Lynch 
Advertising Agency, Portland, 
Ore., and with Walt Disney 
Studios, has joined the staff. 
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What 
a lovely 


pattern! 


Boy— 


that’s the 


size | like! 


One situation —two_ inevi- 


table reactions! The best 
situation for your messages 
to women is always in the 
magazine patterned to their 
tastes — 


LADIES WOME 


THE MAGAZINE WOMEN BELIEVE IN 


STORY, BROOKS & FINLEY, INC, 
National Representatives 


IT’S BETTER TO RIDE 


ONLY ONE IN A TEST 


South Bend, Indiana, is a one-newspaper market. 
There is no competing circulation to create com- 
plications. South Bend is “Test Town, U.S. A.” — 
and it’s covered to saturation by The South Bend 
Tribune. Tests here are decisive, accurate, econom- 
ical, From every viewpoint, South Bend is always 
the market for tests you can trust 
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unnoticeable granular substance | 
called Oil-Dri which makes them | 
as sure-footed as mountain goats. | 

Oil-Dri appears to be some-_ 
what like sawdust, but if you call | 


New York may be headquarters for BBDO —but one glance will tell 
you that New York is not headquarters for all BBDO thinking, 
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’ ® often. Others made it clear that|big surprise. It has to be sprink- | astrous plant fires that had their|at promotion of safety. It high- got to 
if . Non-Skid they thought sawdust was just/|led just so and the company takes | beginnings in oily sawdust or lights Oil-Dri’s fireproof qualities talking, 
Lf dandy and equally clear that they |up considerable time and effort other oil-absorbents which weren’t | and also boosts the factor of em- practice 
s were going to keep on using saw-|instructing its salesmen in the | fire-proofed. It doesn’t take much ploye safety through use of Oil- sprinkle 
But Sales Slid dust. Others said they weren’t|proper manner of demonstration. | persuasion to get Nick to haul/Dri. The Napoleon cartoons show to expl 
. going to use anything. “Demonstration will make the | out the clippings, whereupon he}such extraordinary situations as Betw 
. His first sale, to one of a group/|sale nine times out of ten,” Mr. | will announce that “with Oil-Dri,| Napoleon forced to jump from a talking 
of gasoline stations spread from | Jaffee has confided. “In fact,” |it would never have happened.” | burning building because--a fire Oil-Dri 
p fo coast to coast, amounted to only | he added, “when we were getting| While he expected results from|was started in inflammable ab- coast, 
’ $25 but it started the ball rolling.|started we didn’t send out any|the company’s advertising pro-|sorbent material, Almost every badly a 
° e Using the names of his two sons, |literature for a period of three to| gram, which last year ran slightly | ad carries the illustration of a are that 
Oil-Dri Succeeds Robert and Richard, he formed the|six months. We depended on|/less than $25,000, he has been/ worker falling as a result of oily ness w 
with ‘Show ‘em' Roberts & Richards Company and /| demonstration. You can’t tell peo-| frankly and pleasantly surprised | floors. Jaffee a 
‘ began to sell the compound. ple about Oil-Dri, you have to|by the phenomenal results of the By the end of 1946, the company He ll 
Sales Tactics In October, 1942, he joined|show ’em.” company’s promotion. Ads are/|expects to have spent about 50% Dri. 
, forces with a friend, P. D. Jack- And the company “showed ’em’’ | placed in industrial and automo-/! more in advertising than it did in 
Cuicaco—If somebody were to/son, who had a 13-man selling or-|last year to the tune of more|tive journals. Although the firm | 1945, Mr. Jaffee says. Net L 
take a bow each time that some/| ganization and practically nothing | than $500,000 in sales. still depends to a large extent on While the industrial world may Th 
factory worker negotiated his way|to sell. Pooling their resources,| Nick Jaffee emphasizes the fact | the “demonstration” principle, its be impressed with Nick Jaffee’s listing 
across a slippery, oily floor with-| they formed the Oil-Dri Company, /that Oil-Dri Corporation 1s not! copy featuring the drawings of | rise with Oil-Dri, it has been only Aug. 2¢ 
out falling on his face, the chances|a partnership. It has since be-|only selling Oil-Dri but service) Clifford McBride, creator of Na-| recently that his two sons, Robert dling I 
are that Nick Jaffee would spend| come a corporation with the prin-| as well. His boosting of fire pre-|poleon, brings in considerable com- | and Richard, aged 12 and 10, be- bacco { 
an astonishing amount of his time|cipal amounts of stock held by} vention (Oil-Dri is fireproof) has|ment and orders. Mr. McBride,| gan to believe that their father and De 
bobbing up and down. the two former partners. won the company some kindly incidentally, is also a former | was actually as busy as he claimed tion” p 
Falling down may look funny! Those who are under the im-|nods from major insurance under- | hometown boy from Plattesville, | to be. ee ae 
in the movies but to Nick, as/| pression that demonstrating Oil-| writers. So keen is his interest in| Wis., who made good. Mr. Jaffee, “Aw, you just sit around and oan Ni 
president of the Oil-Dri Corpora-|p;j is simply a matter of dump- fire prevention that he keeps a/ originally came from Plattesville. | talk to people,” they told him after handles 
tion, keeping workers literally on | ing it on the floor, are in for a/series of clippings telling of dis-| Virtually all of the copy is aimed |a visit at the office. But they for- Oct. 28. 
their feet is a challenge. And he, 
with his co-workers, has answered 
7 it with such zip that today em- 
‘ ployes of such firms as General 
Motors, Westinghouse, Carnegie- | 
- Illinois Steel, U.S. Steel and others | a” 
find themselves walking around | rt ADI AVENUE W \ 
on floors covered with an almost | — 
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it that—smile. Because Nick is | 
pretty proud of the fact that Oil- | OR SOOOS IRR OSS 
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as a sort of blotter for oil and | 
grease on floors and at the same 
time guarantees safe traction for | 
workers. 

It came into being because Mr. | 
Jaffee at the time of Pear] Harbor | 
wes a manufacturer’s agent for | 
automobile parts. Nobody had to | 
convince him that when war mob- | 
ilization began, demand for auto- | 
mobile parts would shrivel up to a} 
mere nubbin. 

He hit on the idea of a granu- | 
lar floor absorbent compound | 
principally because it was one of | 
the few things that could be) 
made without depending on mate- 
rials such as steel, copper, etc., | 
made scarce by war demands. 

During the early part of 1942, | 
he experimented, with the help of | 
research by the Field Museum. | 


It looked encouraging, but he’ 
wasn’t sure. | 
“All I had was an idea,” Nick | 


Jaffee said, “and I figured it would | 
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O 4, 
ple, had to beat off exuberant 
customers with a baseball bat. | 
Actually he ran into some pretty | 
disinterested prospects. Sure, they | 
admitted, once in a while some- | 
body did step into an oil slick and | 
break out into a sort of Russian | 
dance, but that didn’t happen very | 


WHY EVERYBODY'S GETTING 
HIGHER OCTANE GASOLINE 
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To produce 100-octane gas for the war’s 
aviation program, the refining industry 
created catalytic cracking facilities that 
could not be tuned down to produce less 
than &0-octane. 

Now all refineries must fall in line to 
produce the higher octane gas or fall be- 
hind in the race for peace-time business. 

The fact that you are getting gasoline of 
a much higher octane than the prewar 60 
means a $3 billion market for equipment. 
Ask our nearest representative. 


PETROLEUM REFINER 
Houston New York Cleveland 
Chicago Tulsa Los Angeles 
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got to mention that while he’s 
talking, their father may, with 
practically no warning, begin to 
sprinkle Oil-Dri on the office floor 
to explain what he means. 

Between “sitting around and 
talking to people” and sprinkling 
Oil-Dri virtually from coast to 
coast, Nick Jaffee hasn’t done 
badly at all. In fact, the chances 
are that the automobile parts busi- 
ness will never again find Mr. 
Jaffee among those in its ranks. 

He’ll be out demonstrating Oil- 
Dri. 


Net Listings Corrected 


Through a make-up error, AA’s 
listing of fall network programs 
Aug. 26 misnamed agencies han- 
dling Brown & Williamson To- 
bacco Corporation’s “Sky King” 
and Derby Foods’ “Fact & Fic- 
tion” programs on ABC. Russel 
M. Seeds Company handles the 
B&W show, which starts Oct. 6, 
and Needham, Louis & Brorby 
handles “Fact & Fiction,” starting 
Oct. 28. 


Orders for FCC 
Political Form 
Deluge Station 


LEXINGTON, Ky.—Faced with 
FCC rulings that all requests for 
air timé devoted to political broad- 
casts must be filed for public in- 
spection, The Nunn Stations here 
solved not only its own headache 
over the rulings but those of other 
stations as well. 

After a huddle with its Wash- 
ington attorneys, Nunn turned out 
a printed form which is a combi- 
nation “formal request” and con- 
tract, and contains all information 
necessary to meet FCC require- 
ments. To be helpful, Nunn 
offered its new form (not copy- 
righted) for use by other radio 
stations. 

Several hundred radio stations 
in 45 states, the District of Co- 
lumbia and Hawaii sent in requests 
for more than 100,000 forms. 


Acquires Air College 

St. Louis University has ac- 
quired complete ownership of 
Parks Air College, East St. Louis, 
Ill., founded in 1927 as a flight 
instructors school. Ownership was 
gained through gifts and the pur- 
chase of all outstanding shares 
after Oliver L. Parks, founder and 
president of the school, had trans- 
ferred his holdings, amounting to 
over 43%, as a personal gift. 


Plan ‘Stop Corn’ Drive 


Scholl Mfg. Company, Chicago, 
has scheduled a campaign for Dr. 
Scholl’s Zino-pads, using national 
Magazines, 450 newspapers and 
radio. The drive will feature the 
theme “Here Today . "Gone 
Tomorrow.” Donahue & Coe, New 
York, handles the account. 


Ohio Injector to Malone 


Ohio Injector Company, Wads- 
worth, O., manufacturer of bronze, 
\iron and steel valves, has placed 
‘its advertising with Norman Ma- 
lone & Associates, Akron. 


Brand Foundation 
Changes Its Name; 
Members Sought 


New YorkK—The Brand Names 
Research Foundation, which has 
been in business under that title 
since 1943, is now the Brand 
Names Foundation, and the terms 
“active member” and “associate 
member” have been discarded for 
“founding member”—to designate 
the companies which backed BNF 
from the beginning—and “mem- 
ber” to indicate any company pay- 
ing dues, 

As detailed in AA, Feb. 11, the 
foundation began as a group of 
textile manufacturers who united 
to protect their trademarks against 
the threat of grade labeling. Early 
this spring, the group decided to 
broaden the base of its member- 
ship and to attempt to bring more 
advertisers and agencies into the 
fold. 
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POINT-OF-SALE—Hill-Shaw Co., Chi- 

cago, is distributing this new display 

for counter or window use, featuring 

its Vaculator and Dutch clothless coffee 

filter. A coffee plantation scene with * 

cut-out figures gives a three-dimen- 
sional effect. 


bers, 
other than textile. 


The group now has 150 mem- 
most of them from fields 
In February, 
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BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 

NEW YORK + BOSTON + BUFFALO + CHICAGO + CLEVELAND - PITTSBURGH 

MINNEAPOLIS « SAN FRANCISCO + HOLLYWOOD - LOS ANGELES - DETROIT 


Z CHEVRON GAS STATIONS 
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the group had but six advertising 
agencies. It now has 24, including 
Leo Burnett Company, Campbell- e 
Ewald Company, Cecil & Pres- = 
brey, D’Arcy Advertising Com- 

pany, Federal Advertising Agency, 
Charles Daniel Frey Company, 
Grey Advertising Agency, LaRoche 
& Ellis, Maxon, Inc., Ruthrauff & 
Ryan, Alfred J. Silverstein-Bert 
Goldsmith, Inc., and Wildrick & 
Miller. 

The principal difference between 
“founding members” and “mem- 
bers” is the basis on which dues 
|are paid. Founding members pay 
on a sliding scale depending on 
the company’s volume of annual 
business, with dues ranging from 
$1,200 for a company doing $1 
/million volume or less to $7,200 
| for one whose sales are $10 million 
‘or more. Members pay “according 
'to their benefits from the founda- 
| tion,’ BNF officials say. 


| 
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Name Ray-Hirsch Agency 


Motion Picture Equipment Com- 
pany, New York, manufacturer of 
non-rewinding reels for 8 and 
16mm motion picture cameras, 
and Hugo Meyer Company, New 
York, manufacturer of range find- 
ers and camera lenses, have ap- 
pointed Ray-Hirsch & Waterston, 


Or RX 
RRR RY New York. 


‘Brooklyn Digest’ Moves 
Brooklyn Digest has moved its 
business and circulation offices to 


% eran 
05 852 Cypress Ave., Brooklyn 27. 


Ww sate 
ALL AGENCY PEOPLE 
_ ARE NOT 


_MUCKSTERS 


ee 


Most agency people have a sincere 


and earnest attitude toward their 
work and their clients. Despite the 
slander of book and screen, you can 


RXR get agency service that is honest, 


X scientific, productive. 
QOQOOOO 

CPOOOY 
- General & Industrial 
Advertising in all its 
Affiliated 


offices in many cities. 


Since 1930 


M.GLEN MILLER Advertising 
8 So. Michigan Ave. CHICAGO 3 ILL. 
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Business Paper 
Ad Budgets to Be 


Larger in 1947 


But Increased Costs 
Dictate Short Cuts 
to Stretch Dollars 


CHICcCAGO—Business paper and in-| 


dustrial advertisers are generally 
planning record advertising and 
promotional budgets for 1947, but 
at the same time are deeply con- 
cerned over rapidly rising space 
and graphic arts costs. 

At the same time, business paper 
publishing costs have risen some 
33% since 1939, while rates (on 
a per-thousand circulation basis) 
have been increased only 8.6%. 


These are the highlights of the) 


business paper advertising situa- 


‘of industrial advertisers’ thinking. 


| important 
ireport that they expect to spend, 


/resulting from higher costs all 
/along the line. 


tion discovered by Industrial 
Marketing as a result of cost and 
rate studies, and an investigation 


In an article in the magazine’s 
September issue, a cross section of' 
industrial advertisers 


more than ever on advertising and 
promotion during the coming year, 
but that they are nevertheless 
concerned over the “squeeze” on 
promotional activities which is 


Study Cost Figures 


To meet the situation, says In- 
dustrial Marketing, industrial sales 
promotion and advertising de- 
partments are now focusing their 
attention on: 

1. Study of “cost-cutting” ad- 
vertising production methods, cal- 
culated to offset the rising prices 
of art, engravings, stereotypes, 
paper, printing and lithography. 

2. Careful scrutiny of all space 
advertising schedules to eliminate 
“fat” and the cumulative results 


4,500 YEARS AGO 
In Egypt The Robbers Were ORGANIZED! 


TODAY 


The Crooks Have Turned To BANKING Principles 


Criminal receivers are now using loans to 
build their business. They carry thieves 
when the latter are broke between ‘‘jobs’’, 
or have to hide out because they are “‘hot’’. 


These are just two types of the many titillating items in each 
month’s issues of Dell Men’s Group magazines. Our readers are 
alive to the world around them, too realistic to want the pap of 
fiction. It’s a mature crowd, men of working age . . 
are under 20. They’ve money in their pockets and a willingness 
to spend it—on your pipes, your alcoholic beverages, your 
sports equipment—all those products you want to sell to men. 


Have our representatives discuss the value of Dell Men’s 
Group for your mass market message to men. 


Thieves and fences had worked out a sweet 
variation on their racket. All stolen goods 
were delivered to a central clearing house 
where a card index was set up, much like 
that now employed in police headquarters 
throughout the country. A description of 
the loot was carefully recorded, its source 
and the exact hour the robbery took place. 


This central office was like a lost and 
found department—only different. The 
victim would appear, identify himself, and 
—if the organization was satisfied that he 
was the rightful owner—claimed his goods. 
Of course there was a little matter of a re- 
ward to pay, amounting to 25% of the re- 
placement value of the stolen property. | 


Some fences will lay out cash advances 
on a thief’s expectations if a particular 
robbery he contemplates sounds okay. And 
big-time receivers are always open to a 
major proposition— where preparations 
take time and more money than the mob 
which has the job lined up can raise. 


Such “‘banking”’ seems to work. 75 % of 
all stolen jewelry goes directly to receiv- 
ers. And police believe the big jobs, as the 
Astor castle haul, are brained by some 
fence who has customers in mind for the 
entire list of articles to be stolen. 


of wartime laxities. 

3. Maximum efficiency in mar- 
ket and advertising research, and 
in copy and other creative work, 
to gain maximum sales impact per 
dollar of expenditure. 

Here are some of the ways those 
answering the Industrial Market- 
ing questionnaire hope to main- 


tain advertising effectiveness in 
the face of higher costs: 
% of 
Replies 


Increase budgets to compensate 
for rising costs 
Repeat ads more often 
Use smaller space units in pub- 
lications 
Careful appraisal of media to 


Ee ee ee ee | 


ee 


weed out weak circulations.. 8 
Eliminate marginal or “fringe” 
RED a. as iets eda s Mee wee ¥ j 


Re-use plates in ads or printed 
WOMNNED? hice Gy Foca haces seas 
Build up direct mail 
Reduce frequency of insertions. 5 
Concentrate in leading publica- 
tions in each field 
Some trimming of schedules. . 
Closer scrutiny of all advertising 
costs 
Trim mailing lists 
Buy engravings from cheaper 


SCHCHSCHATI GVEA OE OE He 


‘oes C094 BOS 


BS a6 5 hos hls eis RE 3 
Merchandise ads more thor- 
GUMS 554-8 69s cs TEs 3 


Most Budgets Larger 


Most budgets in the industrial 
field will be larger than prewar 
and even larger than during the 
war, returns from the study in- 
dicate. Of those replying 55% 
said their 1947 budgets will be 
larger than the company’s prewar 
budget, while 26% said it would 
be about the same size, and only 
8% said it would be smaller. 

Forty-five per cent of the re- 
spondents also said their 1947 bud- 
gets will be larger than their 
wartime budgets, while 26% said 


|they would be about the same, 
jand 18% 


said they would be 


smaller. In both instances, 11% 


did not know how their 1947 bud- 


_gets would compare with war and 


. only 7.5% 


PAGE « 


ie oun DELL 


If you read it in Dell, it’s a fact y 


MENS 
GROUP 


median income, $2,950. 


DELL PUBLISHING CO., 
149 Madison Ave., New York 16 


CLUES TO THE DELL MEN’S MARKET: Median age of reader 35.8... 
.. 3.4 persons per family.. 
own their own homes .. . 1,126,697 circulation, ABC, 3-46. 


INC. 


. 77.8% married :.. 37.3% 


prewar figures, 

Although 19% of the respondents 
did not know the approximate 
percentage of sales which their 
companies will spend for adver- 
tising in 1947, others indicated the 
figure will range from one-quarter 
of 1% to 5%, with the greatest 
concentration between 1% and 2%. 


in 12% of the cases, and 2% in 
16% of the cases. Three per cent 
of the respondents expect to spend 
4% of their sales for advertising, 
and another 3% expect to spend 
5%. These latter are unusually 
high figures in the industrial field, 
where advertising budgets have 
normally seldom exceeded 2%. 


Full Steam Ahead 


One-fourth of all those replying 
to the Industrial Marketing ques- 
tionnaire reported that their ad- 
vertising has been temporarily 
curtailed because of strikes, ma- 
terials shortages or price prob- 
lems but of these about 70% have 
already resumed “full postwar ad- 
vertising programs” or expect to 
do so by early 1947. 

In a corollary study of business 
paper publishing costs, worked 
out by J. K. Lasser, well known 
accountant specializing in publica- 
tion work, Industrial Marketing 
points out that composition, print- 
ing and binding costs have risen 
50% since 1939, and paper costs 
are up 24%, 


ness paper 
32.4%. 


trial Marketing says, rates have 
increased about 47%, but since 
circulations have advanced more 
than 35%, the actual increase in 


advertising rates per 1,000 cir- 


Advertising Age, September 9, 1946 


culation has been only 8.6%. In 
contrast, Bureau of Labor Statis- 
tics monthly index of wholesale 
prices shows an estimated in- 
crease for July of 63.6% over the 
1939 level. 


. s a 
Join ‘Your Business 

Mrs. Jean Tofani, formerly ad- 
vertising manager of Supplee 
Biddle Company, Philadelphia, has 
been appointed advertising rep- 
resentative of Your Business, 
Philadelphia. T. S. Bowie, for- 
merly director of Basik merchan- 
dising with Liberty Distributors, 
publisher of Your Business, has 
been named feature editor. 


To Beaumont & Hohman 


Air-Parts, Inc., Glendale, Cal., 
distributor of all types of parts 
and supplies for private aircraft, 
has appointed the Los Angeles 
office of Beaumont & Hohman to 
handle its advertising. Aircraft 
publications and direct mail will 
be used. 


The company is opening a new! 


branch at the Hayward, Cal., air- 
port. 


Smith Joins WSDJ . 

George C. Smith, for three years 
on the advertising staff of the San 
Diego Journal, has been appointed 
sales manager of KSDJ, new 
5,000-watt CBS affiliate in San 
Diego. The station, which is affil- 
iated with the Journal, will go on 
the air about Oct. 15. 


Davidson Joins ABC 


William N. Davidson, who re- 
turned from the Army last Janu- 
ary to resume his job as assistant 
to the chief time buyer at J. Wal- 
ter Thompson Company, New 
York, has resigned to join the 
American Broadcasting Com- 
pany’s station relations depart- 
ment. 


Rankin Joins Dowd 


Charles W. Rankin, recently re- 
leased from the armed forces, has 
been named production manager 
of John C. Dowd, Inc., Boston. 


Advertising budgets will total 1%) 
of sales in 14% of the cases, 1.5% | 


with advertising | 
solicitation costs up 5%, editorial | 
preparation costs up 80%, circula-| 
tion records and solicitation costs | 
up 10%, and overhead up 40%, | 
for an over-all increase in busi- | 
publishing costs of | 


During the same period, Dadiene | 
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Periodicals Boom 
as British Alter 
Paper Rulings 


LonpoN—Despite the current 
paper shortage here—for which 
little immediate relief is expected 
—Britons are being confronted 
with a torrent of small magazines 
which were started following a 
change in rulings covering paper 
allocations. 

The rulings were intended to 
allow small house organs, church 
magazines, club bulletins, etc., to 
resume publication, but loopholes 
in the amendments also made it 
possible for small commercial pub- 
lications to get paper. 

While some of the new period- 
icals cover fields hitherto not 
touched at all, or only spottily 
covered, Percy R. Chappell, chair- 
man of the media committee of 
the British Advertising Associa- 
tion, declared that most of them 
were being launched with “enthu- 
siasm but little capital or expe- 
rience.” 

The only real brake on the in- 
flux of the periodicals is that 
under existing rulings, the small 
publications are allowed to use 
only 20% of their space for ad- 
vertising. 

Meanwhile the British govern- 
ment halted placement of orders 
for Canadian newsprint which 
would have more than tripled, in 
1947, the 50,000 tons imported in 
1946. No additional newsprint is 
expected, but it is believed that 
a slight increase in the number 
of newspaper pages will be al- 
lowed shortly. 


Radio Parts Group Elect 


Directors of Radio Parts & Elec- 
tronic Equipment Shows, Inc., 
Chicago, has elected Jack Berman, 
Shure Brothers, as its president. 
Others elected are Charles Golen- 
paul, Aerovox Corporation, vice- 
president; Jerome J. Kahn, Stand- 
ard Transformer Corporation, sec- 
retary, and Sam Poncher, Newark 
Electric Corporation, treasurer. 

The next show will be held May 
11-16 at the Stevens Hotel, Chi- 
cago. 


Names Young and Banna 

Station WKNB, New Britain, 
Conn., has named Adam J. Young 
Jr., New York, as its national rep- 
resentative and Bertha Bannan, 
Boston, as New England regional 
representative. 


@ Among ALL 6 of Buffalo's 
downtown, Main Street de- 
partment stores, 58.8% of the 
1945 advertising lineage ap- 
peored in the Courier-Express. 


individual figures were: 
Store A 56.3% 
50.0% 
55.6% 
76.8% 
58.8% 
42.4% 
These stores know what makes 
customers buy. You can take 
their word for it... in Buffalo 


You Need the 


ener Er 


7mOnw 
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Hoy Leaves Newspapers 


Frank S. Hoy, business manager 
and director of Journal and Sun, 
Lewiston-Auburn, Me., has severed 
|his connections with the news- 
papers to devote full time to the 
Lewiston - Auburn Broadcasting 
Company, of which he is treasurer 
and principal stockholder. 


Cohen Joins Small 


Arthur A. Cohen has joined Wil- 
liam J. Small Agency, Boston, in 
an executive position. 


Brach Series 
Will Feature 
Ilka Chase 


Cuicaco —Ilka Chase, caustic 
actress and authoress, will in No- 
vember and December display her 
face and her wit in full-color, full- 
page copy in national magazines 
for E. J. Brach Candy Company, 
maker of Brach’s Chocolate Party 


| Mix. 


Decorated with expensive 
jewelry and ultra-smart clothing, 
Miss Chase will be seen in the 
pages of Better Homes & Gardens, 
Good Housekeeping, Harper’s Ba- 
zaar, House Beautiful, House & 
Garden and Vogue. In addition 
to the late fall copy, additional 
space will be used on an undis- 
closed schedule early in 1947. For 
the privilege of getting Miss Chase 
to tell the public about the Party 
Mix, Brach will spend at least 
$100,000 or more. 


67 


Arthur Meyerhoff & Co., Chi- 
cago, is the agency. 


Prints ‘Import Bulletin’ 

A new weekly, “Import Bul- 
letin,” has been started by the 
New York Journal of Commerce, 
giving information to important 
business men on supply sources, 
sales leads and competitors activi- 
ties. The publication appears each 
Monday and is limited in distribu- 
tion to Journal of Commerce sub- 


scribers, who pay an additional 
i $25 per year. 


““74e GOOSE THAT LAID 
THE GOLDEN EGG 
wasa ther!” 


"BILLIONAIRE 
ap BIDDY’ 


poultry farm, this market makes a 24-carat 
opportunity for prospecting advertisers. 
Stake out your claim by using Poultry 
Tribune — the Farm Magazine that 
makes this pay dirt pay out. 


What's a golden egg or two... . or a dozen, 
for that matter . . . compared with the 
$7,000,000 daily cash income produced by 
poultry! With every day a pay day on the 


500,000 Circulation 


You can’t afford to leave a ““Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 
(Source U.S.D.A.) 


eading Specialized 


Member: 
AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, IL 


Representatives — New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea. 


FARM MAGAZIN 
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In St. Louis, it’s a snap to see what’s going on in the grocery 


store market. 


As a plus service to its advertisers, the St. Louis 
GiosBeE-Democrat offers a remarkable Retail Grocer Audit 
which is continually focused on 450 products in 27 grocery 
store classifications. Recording the inventories and sales, this 
GLoBE-DEMOcRAT survey has pictured the developments in 
this rich market for the past 3 years. With it, you can preview 
and review the effects of price, packaging, merchandising and 


advertising ... for both your product and your competitors’. 


Want to get in this picture? Just write to us. 


in St. Louis’ Grocery Store| Market 


---and did you know that more than of the 
St. Louis Market is outside the City Limits? 


That means you really have to “‘get around” in the St. Louis area. 
And you can. Just come along in the St. Louis Globe-Democrat .. . 
it’s the city’s only daily that even claims to cover successfully the 
surrounding area (the 49th State) . . . 87 rich counties in Eastern 


Missouri and Southern Illinois. 


St.Louis Globe-DMemocrat 
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Less than a decade ago a young Mas- 
sachusetts - born, Harvard - educated 
lawyer was working for New Deal agen- 
cies down in Washington. He worked, 
in turn, for the Reconstruction Finance 
Corporation, the Fed- 
eral Home Loan Cor- 
poration, and the 
Public Works Admin- 
istration. He had things 
besides law on his 
mind, however. Radio 
interested him. So did 
the theater. 

In his spare time, 
he went to George 
Washington University 
and to Southeastern, 
taking seminar courses 
in radio writing and in air law, and help- 
ing produce student plays. He also wrote 
a treatise on ‘‘Freedom of Speech on the 
Air.” He sent a copy of the treatise to 
a friend with RCA in New York, and 
back came an offer of a job in NBC’s 
legal department. 

That’s how Robert Dwight Swezey got 
into radio. And that was just seven years 
ago. A year and nine months ago he be- 
came vice-president and general manager 
of the Mutual Broadcasting System, the 
position he holds today. 

This month Bob Swezey reaches a 
couple of more milestones in his life and 
career. He will preside for a first time 
as president of the Racio Executives Club 
of New York when a special advisory 
council he has appointed (AA, Aug. 26) 
meets Sept. 19. And on Sept. 27 he will 
become 40 years of age. 

All this perhaps makes it look as 
though Bob Swezey were a young man 
who rose to prominence overnight and 
rather effortlessly. The truth is that he 
sweated and worried through most of the 
depression years in unsatisfying jobs, un- 
able to get the break he sought in the 
field he liked, but meanwhile studying it 
and preparing for the day when oppor- 
tunity knocked. 

It seems to Bob Swezey that he gave 
the law profession a reasonable try. 
When he got out of Harvard Law School 
in 1931 he traveled nearly a year in 
Europe as tutor to two teen-age children 
of a well-to-do couple who were retrac- 
ing the route of their honeymoon trip. 
Returning to Boston in 1932, Rob passed 
his bar exam and took desk space with 
a local law partnership. He got no clients 
and, what was worse, his office looked out 
on a graveyard. In desperation, he of- 
fered his services to the Legal Aid So- 


Robert Swezey 


DISPOSABLE 


Business Chart ot the Week 


INCOME OF INDIVIDUALS 


« « Robert D. Swezey 


ciety. Clients poured in—all of them 
practically penniless. He had “a regular 
clinic” and it offered him experience, but 
he had to eat. 

Next he joined one of Boston’s oldest, 
most hidebound law firms. But the posi- 
tion paid a pittance and he found it hard 
to discover any future in the place. Mean- 
while, he felt a longing to try publishing, 
radio or motion pictures. He had be- 
longed to the Harvard Dramatic Club 
and also had done a show with the Bos- 
ton Theater Guild. He had taken a 
course in creative writing at Harvard, 
and had studied radio writing and pro- 
duction. He pulled stakes, hoping he was 
leaving law as well as Boston behind, 
and headed for New York. 


That was in 1934 and jobs weren’t 
growing on bushes, particularly in the 
publishing, radio and movie fields. Bob 
wound up in the Jegal research depart- 
ment of the Chemical Bank & Trust Com- 
pany. Six months of this convinced him 
that banking was definitely not what he 
wanted. He tried to get into an adver- 
tising agency and a radio network, both 
in vain. Then he ran into a friend who 
was working for the RFC. “Come on 
down to Washington,” the fellow invited. 
Bob went. 


After a stretch with the RFC, Swezey 
went over to HOLC and spent two years 
traveling around the country in behalf of 
this agency, winding up in the financial 
department as advisor to the treasurer. 
Finally he moved over to PWA, where 
he did work on municipal bond issues for 
a year. 


It was all good experience and in- 
teresting, but Bob still would not give up 
the idea of switching to radio, which 
seemed to him to combine business, en- 
tertainment and public service as did no 
other field. 


The NBC offer, which came to him in 
1939, turned the trick. Returning to New 
York, he spent the next three years with 
that network’s legal department. He ap- 
plied and was admitted to the New York 
bar, although his position with NBC 
didn’t require it. When the Blue Net- 
work (now ABC) was formed, Mark 
Woods, with whom he had worked on 
labor contracts and other legal matters, 
invited him to come over as legal ad- 
visor. 


As a one-man legal department for the 
Blue, Swezey often worked until after 
midnight during the days when the net- 
work was getting established as a sep- 
arate entity. It was here that Bob met 
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Edgar Kobak, now president of Mutual. 
Swezey recalls with a smile that his first 
conversation with Kobak was by phone 
and the latter “clipped” him off. He 
thought Kobak was going to be “a tough 
customer to get along with.” A _ short 
time later they met and, having adjoin- 
ing offices, became fast friends. 

By 1944 Swezey was general counsel 
and secretary to the board of the Blue 
network. That year Ed Kobak went over 
to Mutual, and invited Bob along, to be- 
come No. 3 man of that net. The soft- 
spoken, blue-eyed Bay Stater accepted, 
and you gather he hasn’t for a moment 
been sorry he did. In Mutual, a grow- 
ing young organization, Bob found oppor- 
tunities for experimentation and develop- 
ment of ideas. 

Today he is still hard at the job of put- 
ting Mutual ahead. In fact, he confesses, 


he finds little time any more for such 
diversions as golf and tennis. (He saw 
plenty of hard physical action in grow- 
ing-up days, however, spending summers 
as a longshoreman, a dude ranch hand 
and an able seaman on a private yacht.) 
He still has a keen interest in the theater 
—he is a member of the Lambs club— 
but his life is mainly divided between 
his Mutual offices on the 20th floor at 
1440 Broadway and his homes in New 
York City and Southold, L. I. 

Mrs. Swezey is the former Helen Hyde 
Brereton, daughter of Capt. William 
Brereton, USN (Ret.) and niece of Lt: 
Gen. Lewis Brereton, AAF. The Swezeys 
have three children. 

“The future,’ Bob believes, “takes care 
of itself.” The way he tackles the pres- 
ent, Swezey doesn’t have to worry. 


lhe Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


SOME OPINIONS OF LARGE-VOLUME MAILERS 


The Pay-Off has just received a copy 
of the minutes of the June meeting of 
the Hundred Million Club, a New York 
organization of large-scale users of direct 
mail which calls itself ‘an informal club 
of coupon worshipers.” Included in the 
minutes were a number of questions and 
answers on direct mail problems which 
seem interesting enough to present ver- 
batim: 

Q. In a mail order sale of a $70 unit, 
which is the better procedure? Go right 
after the order on the first mailing, or 
ferret out interested prospects by circu- 
larizing for inquiries? By which method 
could the business be acquired at the 
lowest cost per order? 

A. Chet Sloane recommended a trial 
first. For example, he spoke of a $24 
yearly service which is offered on the 
basis of a $4 or $5 trial period for three 
months and then these are converted into 
yearly subscribers. Tom McElroy said 
that it had been his experience that you 
couldn’t profitably go after inquiries for 
a product that cost less than $15. If the 
product, for example, cost $11 or $12, 
it was best to try to make a straight sale 
from the advertising. If it was above $15, 
then you would go after inquiries. An- 
other member replied that they are closing 
33% of inquiries on a $12 item through 
the use of eight follow-ups. The first fol- 
low-up brings in 13%; after six follow- 
ups they cut the price. 

Q. Is a letter on two sheets more 
effective than one on both sides of one 
sheet? 

A. Miss Walker of the Book-of-the- 
Month Club replied that they have used 
the same letter for a great many years. 
It is on four pages and they have never 
changed it. Miss Lee of Survey Graphic 
said that they had tried a two-page letter 
with an enclosure and then tested it 
against a one-page letter written on both 
sides and with a coupon incorporated in 
the letter. They found the one-page let- 
ter did better. Another member stated 
that Time always uses a two-page letter. 
They have tested this against a letter 
written on both sides of one sheet—the 
latter didn’t pull as well as the one on 
two pages. 

Q. If you are selling a product or a 
service that does many things, is it more 
effective to say so in your advertising 
(not circularizing) or is it best to single 
out and exploit its virtues one at a time? 

A. Tom McElroy gave as his experi- 
ence that if you have a product that does 
a lot of things, it always pays to exploit 
its best selling angle and develop its 
many virtues to a maximum, rather than 
to leap from one point to another. 

Q. Is a _ letter-circular combination 
more effective than a separate letter and 
a separate circular? 

A. Nix Merriam stated that in a test 
made several years ago, a separate letter 
and circular worked so much better than 
the combination that there appeared to 
be no point in further testing of a com- 
bination letter-circular. 


Q. At what price would it be more 
effective for a seller to start installment 
payments? In other words, if you are 
selling something for $10, would it be 
smarter to try to sell it all in one lump, 
or offer installments? 

A. Nix Merriam stated that his ob- 
servation would be that if you are sell- 
ing something for $5 or over in a mass 
mailing, you would probably do better 
to offer installment privilege. A member 
from the floor explained that they had 
found that their patrons could not afford 
$3 for a magazine subscription. They 
then gave them the opportunity of pay- 
ing a dollar a month and then the mail- 
ing paid. Ralph Wadsworth said that it 
was his experience that $3 is the top 
payment you can get at any one time 
when appealing to the mass market. Be- 
yond that you will have to arrange for 
installments. 


Q. Many direct mailers use air mail 
reply cards or envelopes. What effect 
does this have on local names and does 
it pay to use air mail reply cards or en- 
velopes to nearby names even though, 
obviously, air mail cannot be used? 

A. Miss Walker stated that they use 
air mail reply cards on all of their mail- 
ings and it pays whether they use is 
locally or nationally. A member from 
Time explained that they do the same 
thing. On the contrary, Nix Merriam 
mentioned a large test made last year in 
which regular business reply envelopes 
pulled a good many more orders than 
air mail business reply envelopes. He 
suggested the necessity of frequent tests. 

Q. Are collection letters more effec- 
tive if sent under first class postage than 
under third class postage? 

A. Fred Stone said he was in favor 
of first-class mail as it always brings in 
more money. Chet Sloane pointed out 
that under the law you would have to 
use first class mail unless you send out 
200 identical mailings calling for iden- 
tical amounts. Nix Merriam stated that 
he uses 3rd class bulk on some collection 
efforts. 

Q. What is the most effective interval 
between the mailings of collection let- 
ters? 

A. Fred Stone replied that letters 
ought not to come not less than two 
weeks apart. If you take a month or 
two, you lose the cumulative effect. You 
have got to tire them out. 


Q. In addressing, what effect in the 
results, if any, do stickers make? 


A. Arthur Karl explained that the 
labor shortage had forced him to use a 
lot of gummed labels. There are many 
instances where the number of mailings 
does not justify the cost of putting names 
on stencils. They have made tests and 
they find that the general experience in 
mass mailings is that the use of stickers 
or labels cuts down the results to be- 
tween 5 and 10 per cent of the returns 
that otherwise would be received. 
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WHERE TO GO 


All-Year Club of Southern Cal. 
Californians, Inc. 

City of Miami Beach 

City Press Bureau—Atlantic City 
Commonwealth of Pennsylvania 
Denver Convention and Visitors Bureau 
Dept. of Conservation— Tennessee 


Dept. of Conservation and Development—N. C. 


El Paso Sunland Club 

Florida Advertising Commission 
Hammond Museum— Massachusetts 
Las Vegas Chamber of Commerce 
Maine Development Commission 
Michigan Tourist Council 

Milwaukee Mid-Summer Festival Corp. 
Minnesota State Tourists Bureau 


Mo. State Dept. of Resources of Development 


Nantucket Information Bureau 


N. H. State Planning & Development Comm. 


New Jersey Council 
Ocean Highway Association 


Ohio Development and Publicity Comm. 


Oregon State Highway Commission 
Panama National Tourist Commission 
Pinehurst, N. C. 

Pioneer Valley Association 

Province of Nova Scotia 

Province of Quebec Tourist Bureau 
San Diego California Club 

South Dakota State Highway Comm. 
Sun Valley Ranch (Colorado) 

Tucson Sunshine Climate Club 
Vermont Development Commission 
Virginia Conservation Commission 
West Va. Industrial & Publ. Comm. 
Wisconsin Conservation Department 


WHERE TO STAY 


American Motor Hotel Association, Houston, Tex. 
Atlantic City Hotel Association, Atlantic City, N. J. 
Birchmont Lodge, East Wolfeboro, N. H. 
Bowman-Biltmore Hotels Corporation, New York, N. Y. 


The Brighton, Atlantic City, N. J. 


Chalfont-Haddon Hall Hotels, Atlantic City, N. J. 
The Chase & Park Plaza Hotels, St. Louis, Mo. 


The Cloister, Sea Island, Ga. 

Cliff Hotel, North Scituate Beach, Mass. 
Eagle Mountain House, Jackson, N. H. 
East Bay Lodge, Osterville, Mass. 

Farm on the Hill, Swiftwater, Pa. 
Grand Hotel, Mackinac Island, Mich. 


Grand View Hotel & Cottages, Lake Placid, N. Y. 


Gray's Inn, Jackson, N. H. 
Hotel Lowry, St. Paul, Minn. 
Hotels Mayfair & Lennox, St. Louis, Mo. 


Hotel Playa de Cortes, Guaymas, Mexico 


Hotel St. Regis, New York, N. Y. 


Lost Valley Ranch, Lost Valley-Bandera, Tex. 
The Lodge at Snuggler’s Notch, Mount Mansfield, Vt. 
Mont Tremblant Lodge, Mont Tremblant, P. Q., Canada 


The Northfield, East Northfield, Mass. 
Ontio Hotel, Ogunquit, Me. 
Roberts Resort Hotels, Palm Beach, Fla. 


Rocky Mountain Motor Co.—Stanley Hotel, Estes Park, Colo. 


St. Moritz, New York, N. Y. 
Sea Cliff Inn, Nantucket, Mass. 
Skytop Club, Skytop, Pa. 


Sprucewold Lodge, Boothbay Harbor, Me. 


Sunset Hill House, Sugar Hill, N. H. 
Sun Valley Ranch, Tajique, N. M. 


Texas Dude Ranch Association, Bandera, Tex. 


Timberline Lodge, Portland, Ore. 
Toy Town Tavern, Winchendon, Mass. 
United Motor Courts, Houston, Tex. 


Waldorf-Astoria Hotel, New York, N. Y. 
Williamsburg Inn & Lodge, Williamsburg, Va. 


HOW TO GET THERE 


Railroads and Equipment 


Baltimore & Ohio 

Canadian National 
Canadian Pacific 

Chicago, Burlington & Quincy 
Chicago, Milwaukee, St. Paul & Pacific 
New Haven 

Pennsylvania 

Santa Fe 

Southern Pacific 

Union Pacific 

The Budd Company 
Electro-Motive Corp. 

Pullman Company 


Air Transport 


American Airlines 

Lockheed Aircraft 
Pennsylvania-Central Airlines 
Taca Airways Agency 
Thunderbird Aviation 

United Air Lines 

Western Air Lines 


Private Planes & Equipment 


Beech Aircraft Corp. 

Grumman Aircraft Engineering Corp. 
North America Aviation, Inc. 

Wright Aeronautical Corp. 


Steamship Lines & Cruises 


American Export Lines 
American President Lines 
Canada Steamship Lines 


Chicago, Duluth & Georgian Bay Transit Co, 


Detroit & Cleveland Navigation Co. 
Grace Line 

Greene Line Steamers 

Swedish American Lines 


Gray Line Association 
Greyhound Lines 


Automobiles & Automotive 


Cadillac Motor Car Division, G.M.C. 
California Rent Car 

Chrysler Motor Car Co. 

Ford Motor Co. 

Plymouth Motor Corp. 
Studebaker Corp. 
Willys-Overland Motors, Inc. 

The Anderson Co. - 

Champion Spark Plug Co. 
Firestone Tire & Rubber Co. 
Galvin Mfg. Corp. 

Goodyear Tire & Rubber Co., Inc. 
Hull Mfg. Co. 

Kari-Top 

Quaker State Oil Refining Corp. 
Seiberling Rubber Co. 

Sherrill Instrument Co. 

The Texas Co. 
Raybestos-Manhattan, Inc. 

United States Rubber Co. 


Trailers 


Chicago Streamlite Corp. 
Higgins Industries, Inc. 

Schult Corp. 

Trailer Coach Mfr’s Associatior. 


TRAVELERS’ SERVICES 


American Hotel Register Co. 

Ask Mr. Foster Travel Service, Inc. 
Fred L. Haskett Travel Service 

T. J. McGuire Travel Co. 

The Philadelphia National Bank 
J. Stuart Rotchford Travel Service 
Travel Exchange, Inc. 

Western Travel Association 
American Express Co. 


Bank of America Nat'l Trust and Savings Assoc. 


National City Bank of N. Y. 


WHAT TO WEAR 


Men’s Wear 

Albert Richard Co. 

Alfred of New York 
Allen-Edmonds Shoe Corp. 
Aquatogs 

Arctic Feather and Down Co. 
Lesem Bach & Co. 

Beau Brummell Ties, Inc. 
Berk-Ray Corp. 

Cisco, Inc. 

Gokey Co. 

Goodman & Theise, Inc. 
Grayleigh Sportswear Co. 
Hessler Mfg. Co. 
Hodgman Rubber Co. 
Interwoven Stocking Co. 
Levi Strauss & Co. 

Lubin Weeker Co. 

M. Jackman & Sons 
Marlboro Shirt Co., Inc. 
Neponset Woolen Mills 
Oldin-Dennis 

Pauker Brothers 

Plymouth Mfg. Co. 

A. Pritzker & Sons 

Roy Paris 

Stein & Co. 

United States Rubber Co. 
Wilson Brothers 


Women’s Wear 
Artcraft Hosiery Co. 
Burlington Mills 
California Cobblers 
Simon Cohen & Co. 
David Crystal, Inc. 
Donovan Mfg. Co. 
Eclipse Knitting Mills 
Maurice Everett 

Wn. Filene & Sons 

The Formfit Company 
John B. Stetson Co. 

De De Johnson 

Joan Kenley 

Korday Sportswear, Inc. 
Koru Sportswear, Inc. 
Loomtogs, Inc. 

Lorch Mfg. Co. 

Mabs of Hollywood 
Parkland Sportswear Co. 
Peerless Tailored Dresses 
Pembrook Lingerie Co. 
Regina Knit Sportswear Co. 
Rosenblum’'s of California 
Shepherd Knitwear Co., Inc. 
A. Stein & Company 
Tula, Inc. 

Walrich Co. 

Young Originals 


Men’s and Women’s Wear 
Alligator Co. 

Ely & Walker 

Irby-Thompson, Inc. 

The Old Mexico Shop 

Tres Hermanos 
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t Results 


Jewelry 


Allied Stores 

Bruner-Ritter, Inc. 

Bulova Watch Co. 

Charles E. Zimmerman 
Colonial Bead Co. 

Croton Watch Co. 

Elgin National Watch Co. 
Jean R. Graef, Inc. 

Kelbert Watch Co., Inc. 
Lamont Watch Corp. 

Mido Watch Co. of America 
Rulon Watch Co. 

Adolf Schwarcz & Sons, Inc. 
Forstner Chain Corp. 

R. M. Jordan & Co. 

Kreisler Mfg. Corp. 

Royal Craftsmen 

Olga Tritt 

Victoria Pearl Co., Ltd. 


Cosmetics & Toiletries 


Artra Cosmetics, Inc. 
Beautiator Corp. 

Blenko Glass Co. 

The Andrew Jergens Co. 
The Lambert Co. 

Lucien Lelong, Inc. 
McKesson & Robbins, Inc. 
Laddie Northridge 
Duncan Storm, Ltd. 

Jean Vivaudou Co., Inc. 
Ward Machine Co., Inc. 


WHAT TO TAKE WITH 


Adcrafters 

Amelia Earhart Luggage 
Atlantic Products Corp. 
Bridgeport Luggage 
Crown Luggage Co. 
Charles Doppelt & Co. 

Erle P. Halliburton, Inc. 

The Hartmann Co. 

A. V. Horn, Inc. 

Kleber Trunk & Bag Co. 
Mendel-Drucker 

Oshkosh Trunks and Luggage Co. 
Shwayder Bros., Inc. 

Studio Shop 

Tommy Traveler, Inc. 

U. S. Trunk Co. 

Wheary, Inc. 

Lambert Bros. 

Moody Plastics 

Amity Leather Products Co. 
Enger-Kress Co. 

Robinson Reminders 
American Optical Co. 
Bachmann Bros., Inc. 

Bausch & Lomb Optical Co. 
Columbia Protektosite Co., Inc. 
The Comptone Co., Ltd. 
Victory Optical Mfg. Co. 
Willson Products, Inc. 
Emson Products 

Evans Case Co. 

Park Sherman Co. 

Zippo Mfg. Co. 

Curtis Industries 

Liggett & Myers Tobacco Co. 
Argus, Inc. 

Bell & Howell 

Falcon Camera Co. 

Hecht's 

Adel Precision Products Corp. 
Advertising Displays, Inc. 
General Electric Co. 
Gevaert Co. of America 
G-M Laboratories, Inc. 

King “Sol” Research Corp. 


YOU 


Mail Bag Film Service 
Sawyer Viewmaster 


Weston Electrical Instrument Corp. 


Lodge, Inc. 

Salz Brothers, Inc. 

Lennan Lights, Inc. 
Ray-O-Vac Co. 

The Coleman Co., Inc. 
Craig-Walker Co. 
Crawford-Austin Mfg. Co. 
Du Page Plastics Co. 
Galvin Mfg. Corp. 
Michigan Roadside Table Co. 
Bixler Corp. 

Stahly, Inc. 


Sports Equipment 
Air Cruisers, Inc. 
Allison-Faulkner Corp. 
Balanced Golf Bags, Inc. 
Paul Bunyan Bait Co. 
Chris Craft Corp. 

Eddy Shipbuilding 
Evinrude Motors 

Folbot Corp. 

Gar Wood Industries, Inc. 
Gray Marine Motor Co. 
LeJay Motors Corp. 


Marine Engine Div., Chrysler Corp. 


Universal Engineering Co. 
Western Cartridge Co. 
Winchester Repeating Arms Co. 
Ashaway Line & Twine Mfg. Co. 
Corcoran, Inc. 

Frank A. Efinger Co. 

The Enterprise Mfg. Co. 

H. D. Gihon, Inc. 

Helin Tackle Co. 

The John Henry Co. 

Hodgman Rubber Co. 
Jarman-Williamson Co. 

Louis Johnson Co. 

Lieber’s, Inc. 

Montague Rod & Reel Co. 
Ocean City Mfg. Co. 

Pachner and Koller, Inc. 
Rain-Beau Products Co. 

Trija Mfg. Co. 


Holida 


INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


Tri-State Industries 
Monark Silver King, Inc. 
The Shelby Cycle Co. 
The Westfield Mfg. Co. 
Whizzer Motor Co. 

L. L. Bean, Inc. 

David J. Crane 

W. O. Johnson 

Klein’s Sporting Goods 
Wiesenfeld Co. 
National Sportsman, Inc. 
Sports Afield 

Peerless Chain 


FOR THE HOME 


Burgess Battery Co. 
Country Stores of Beverly Hills 
Curtis Creations 

E. D. Chase 

Dr. Pepper 

Durham-Enders Razor Corp. 
Fee and Stemwedel, Inc. 
Fieldcraft 

The Given Co. 

H. J. Heinz Co. 

H-M-P Products Co. 
Littletree Co. 

Master Metal Products, Inc. 
Michigan Bulb Co. 
Outdoor Oven Fireplace 
O. M. Scott Seed Co. 
Southern Maid Bakeries 
The Swiss Colony 
Unexcelled Chemical Corp. 
U. S. Rubber Co. 
Verd-A-Ray Corp. 

Wade Products Co. 
Wilson & Co., Inc. 

Zenith Radio Assoc. 


GENERAL 

Beech-Nut Packing Co. 

Harper Method 

Hewitt Rubber Corp. 

Lewis Hotel Training School 

New Hampshire Fire Insurance Co. 
Newspaper Institute of America 
Phoenix Mutual Life Insurance Co. 
The Scholl Mfg. Co., Inc. 

The Timken Roller Bearing Co. 
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Co-op Executive 
Tells Members Why 
Advertising Pays 


LAFAYETTE, IND.—“A well co- 
ordinated advertising program will 
pay the same dividends to coop- 
eratives it pays to other indus- 
tries,” R. Wayne Newton, man- 
ager of the National Association 
of Cooperatives, advised co-oppers 
at the 18th annual meeting of the 
American Institute of Cooperation 
here recently. 

Mr. Newton emphasized that the 


WHO SPECIALIZES 
IN CARTOONS AND 
CONTINUITIES FOR 
SERS? 


ANO 
CUSHING 
OF COURSE 


time has passed when farmer co- 
operatives can trust their public 
relations to chance or “emergency 
high-pressure campaigns.” He ex- 
pressed amazement that co-ops 
have made little use of facilities 
for promoting their attributes to 
consumers. 

“Cooperatives have gone to great 
pains and expense,” he asserted, 
“to improve the grading, pick and 
packaging of products which reach 
the consumer in the original pack- 
ages. . 

“Consumers can easily be shown 
why it is that the farmer, like 
most other producers, is the most 
jealous guardian of the quality of 
his own product. Yet surprisingly 
little has been done to create an 
active consumer demand for those 
brands and grades which carry 
the added protection of having 
been marketed, and_ therefore 
guarded, by the producer through 
his co-op.” , 

For those questioning the dol- 
lar value of consistent effort to 
inform the public of product ad- 
vantages, he said, “I suggest that 


they turn on their radios any eve- | 
ning and learn why this or that 
razor blade, toothpaste, peanut 
butter or aspirin is better than 
any other, and should always be 
asked for by name.” 

He pointed out that “Lloid Clark, 
now of Consumers Cooperative 
Association in Kansas City, dem- 
onstrated through Iowa papers 
that purely institutional advertis- 
ing by cooperatives brought in- 
creased business from old patrons, 
alone, in sufficient volume to jus- 
tify the cost... 

“I believe that the intelligent 
use of advertising is justified as 
an ethical means of psychological 
suggestion.” 

Mr. Newton’s association repre- 
sents grain, oil and other co-op 
organizations in matters relating 
to taxation problems. 


CO-OPS EXPECTED 

TO SHIFT FUNCTIONS 
CoLumBus — Representatives of 

cooperatives attending the Na- 

tional Cooperative Congress here 


this week are expected to realign 
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functions of National Coopera- 
tives, Inc., and Cooperative League 
of the U. S. A. 

Directors of the two organiza- 
tions, both of which are composed 
of members from the grain, oil and 
other regional co-op associations, 
will submit for approval new 
structural plans. These, it is be- 
lieved, will reshuffle various pub- 
lic relations and research activi- 
ties, with attendant advantage to 
both organizations. 

Under the plan, National Coop- 
eratives, in addition to continuing 
as central purchasing and manu- 
facturing body for the regional 
co-ops, will become the educa- 
tional and financing unit. It will 
handle publicity, educational ac- 
tivities and publications. The 
League, which has handled much 
of this work, will be left free to 
concentrate on public relations, 
statistical research and general 
promotional functions. 

The action may or may not 


|affect the National Association of 


Cooperatives, separate body han- 
dling tax problems for regionals. 


local 


\ 
\ 


\ 
\ 


\ 
\ 
\ 
1 
1 
1 
I 


When you think of “national” advertising . . . think a minute of this fact: 26% 


of all U. S. drug sales are made in only 17 counties, among only 19% of the population. 


You see, markets are not national . . . they’re local. Every sale your 


advertising makes is a local transaction between a local consumer and a local dealer. 


Multiplied many times in many markets . . . this local sale builds into national business. 


But markets differ as people differ. That’s why newspaper advertising is so efficient. 


It enables you to take advantage of those differences. Newspapers, with 51.000,000 


circulation daily in the U. S. and Canada, are the biggest mass medium. 


They reach practically everybody. Yet they give you unique precision control, 


With newspaper advertising you can build sales where you want them when 


you want them . . . and at low cost, with no waste. 


Our business analysis people have lots of facts. 


Maybe they can put some together about your business. Try them. 


AMERICAN NEWSPAPER PUBLISHERS ASSN 


the bureau of advertising 


prepared by the Bureau of Advertising and published by The Philadelphia Record in the interest of more effective advertising 


370 LEXINGTON AVE, NEW YORK !7 


CALEDONIA 5-8575 


How much does guality cost? 
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PRICE STORY—General Cigar Co., 
New York, used this copy in New York 
City newspapers last week to tell con- 
sumers that White Owl cigar's new 9 
cent price is due to increased costs, 
while the “quality has been steadily 
improved." The campaign is slated 
to run later in newspapers across the 
country, through = Walter Thompson 
0. 


Botany Adopts 
Selective Sales 


in Women’s Wear 


NEw YorK—Botany Worsted 
Mills announced today that begin- 
ning with the spring 1947 season, 
all of its fabrics for women’s wear 
will be confined to a selected group 
of 24 apparel producers located in 
the “chief fashion-producing areas 
of the country.” 

This group represents a cross 
section of manufacturers special- 
izing in women’s, misses’, chil- 
dren’s and infants’ clothing, pro- 
ducing a complete range of non- 
competitive lines, each of which 
is already nationally distributed 
and promoted. 

Each trademarked garment, said 
Col. Charles F. H. Johnson, presi- 
dent of Botany, will be sold under 
a joint identification label, empha- 
sizing the quality of the fabric 
and the tailoring and fit of the 
garment. Botany, the largest na- 
tional advertiser in the wool tex- 
tile industry, will devote its 1947 
campaign to the advantages in 
economies and fashions of the co- 
ordinated distribution plan. 

Alfred J. Silberstein-Bert Gold- 
smith, Inc., and Sterling Advertis- 
ing Agency, New York, handle 
Botany’s advertising. 


ABC Video Names Three 


Alice Cook, formerly secretary 
to Paul Mowrey, national director 
of television of American Broad- 
casting Company, Chicago, has 
been promoted to executive as- 
sistant to Mr. Mowrey. Bernard P. 
Pearse, recently released from the 
Navy, has been named director of 
special events and Donald Giesey, 
formerly television editor of Tide, 
has joined ABC as_ publicity 
writer. 


Meet the people 


who read the Pulps 


Watch for 
new survey 
on this 

big market 
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FIC Dissenter’s 
Opinion Aids Big 
Firms, Patman Says 


Claims Law Covers 
Both Branded and 
Non-Branded Goods 


WASHINGTON—Why did Congress, 
in passing the Robinson-Patman 
Act 10 years ago, omit language 
specifically outlawing sale of brand 
name goods on more favorable 
terms to one dealer than to that 
dealer’s competitors? 

Did it, as FTC Commissioner 
Lowell B. Mason argues, feel that 
brand acceptance is “too mercurial” 
a thing to consider, particularly if 
competing products “of like grade 
or quality” are in the market? 

Or did Congress, in omitting 
reference to brand name, actually 
broaden the scope of the law so 
that all lines of a particular firm, 
of “like grade or quality,” regard- 
less of brand, had to be offered 
on identical terms? 


Larger Companies Favored? 


Rep. Wright Patman, who 
pushed through the legislation in 
1936 to protect small business, told 
ADVERTISING AGE that arguments 
advanced by Commissioner Mason, 
in dissenting from a recent order 
against Standard Oil of Indiana, 
“play into the hands of larger 
companies.” 

In a colorful 3,500-word opin- 
ion, the provocative newcomer to 
the commission has contended that 
Standard Oil was merely meeting 
the price of competitors when it 
decided to sell Red Crown gaso- 
line to four large Detroit distribu- 
tor-retailers at tank car prices 
(AA, Aug. 19). 

Rejecting the traditional ap- 
proach of the commission—is a 
particular producer offering his 
goods to his customers on identical 
terms?—he took the position that 
there could be no discrimination 
“harmful to competition” if on an 
industrywide basis there are plenty 
of goods of similar quality avail- 
able at the same or better prices. 


Other Fuels Available 


In arguing this, he contended 
that Congress had no intention of 
permitting FTC to take brand ac- 
ceptance into consideration in 
judging whether prices of goods 
“of like grade or quality” were 
the same to all competitors. He 
said there were other fuels, just 
as good as Red Crown, available 
to Detroit filling stations which 
had to meet the competition of the 
four favored firms. 

Rep. Patman feels the existing 
statute deals with prices of all 
goods, branded or otherwise. Com- 


* ; * 
HOUSE MAGAZINES 
OF MANY FORWARD 
LOOKING COMPANIES 
CARRY THIS IMPRINT... 


EDWARD STERN & co., INC. 
Printers Since 1871 
PHILADELPHIA « NEW YORK - BOSTON 
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menting on Mr. Mason’s thesis, he | 


says: “Whether gasoline is branded 
or not, the controlling factor rests 
with whether there is discrimina- 
tion involved in the sale of a 
brand named gasoline or one that 
is not branded. 

“A dealer in a brand name gaso- 
line should not be penalized one 
and a half cents per gallon, with 
another dealer in competition in 
the same class. - 

“Mr. Mason’s opinion is appar- 
ently predicated on the failure of 
Congress to spell out the provi- 
sions with respect to brands 
whereas the majority opinion is 
based on the injury to the 358 
competing filling stations sold by 
the Standard Oil Company at 1% 
cents higher price than their 
favored competitors.” 

“The act makes no mention of 
‘major brands’ or ‘off brands,’ ” Mr. 
Mason argued, “Its sole criterion, 
so far as the words of the statute 


are concerned, has to do with 
physical properties of the com- 
modity. 

“Congress realized the imprac- 
ticality of weighing the mercurial 
popularities of name acceptance 
in determining discrimination. 
Hence it set the standard of dis- 
crimination on a factual rather 
than a beauty contest basis.” 

None of the other four commis- 
sioners commented on Mr. Mason’s 
opinion, but persons sympathetic 
with the broader interpretation of 
the statute pointed out that there 
is plenty of precedent against it. 

Most commonly cited precedent 
involves the U. S. Rubber Com- 
pany, which was ordered to stop 
selling special brand tires to cer- 
tain mail order houses and chain 
stores at lower prices than other 
brands of the same size and qual- 
ity sold to independent dealers. 

Mr. Mason objected particularly 


to the fact that the order sets up| 


“prices determined by use.” Under 
its terms the distributor-dealers 
pay Standard Oil tank car prices 
for gasoline they job to others, 
and full price for the portion they 
sell through their own retail out- 
lets. 

Such an order, he said, “requires 
private policing of one man’s busi- 
ness by another. It freezes the 
avenues of trade to set patterns. 
It eliminates the profit of one type 
distributor and guarantees the 
profit of another.” 

Mr. Mason said that instead of 
“substantially lessening competi- 


73 


tion,’’ Standard Oil’s pricing sys- 
tem “is in reality a demonstration 
of the existence of competition.” 
“We mouth the phrase ‘injury to 
competition’ so often we confuse 
it with ‘injury to a competitor,’ ” 
he said . 


Murray Joins WNEB 

Dorothy Murray, formerly sec- 
retary and space buyer of Moore 
& Hamm, New York agency, has 
been appointed commercial man- 
ager of WNEB, new station in 
Worcester, Mass., owned by Paul 
Lytle, John J. Hurley and Ken- 
neth B. Murray. 
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World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples . 
and pack ‘em in distinctive Ponderosa Pine gift boxes... they 
make impressive holiday gifts for clients, business associates, 
friends and family. Free folder explains all. Prices: $2.75 and up! 


APPLE KING 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


. . . Spring-seeded all with assorted grasses, legumes. In three years, star performers were 
mixtures of alfalfa, or ladino clover, plus red clover . . . among grasses, orchard and brome 
were most promising; Reed canary grass, good; Timothy, excellent starter, but little recovery; 


Two USDA pasture specialists picked a worn hillside, with slim poverty 
grass, cinquefoil, devil’s paintbrush, moss, a little redtop and blue grass... 
left part of the field as a check plot . . . limed. and fertilized another part... 
thoroughly renovated the rest with soil foods, varied disking, plowing, cultivating 


tall fescue, not too palatable; Birdsfoot trefoil, less productive than alfalfa, but more tolerant of 
overgrazing ... The check plot yielded a pitiful half ton each year . . . the limed and fertilized plot, | 
a half ton initially; after wild clover got established, furnished nitrogen, yield was 134 tons... 

but the thoroughly renovated plots gave 14% tons first year, 24% the second, 3% the third 


. «stepped up production seven times . 


production .. .““Blow Your Troubles Away,” page 23. 


os 
Fifty future farmers... high school lads of Neligh, Nebraska... helped lick#™ 


moisture, cut cleaning time, pep up flocks and fresh egg 


Yield,’ see SuccessruL FArmrnc, September, page 31. 


.' 
Bird breezers... electric fans for laying hens, reduce > + 
~ iB 


the food shortage. . . raised 117,542 pounds of pork, plus corn, oats, rye, hay, milk, beef, 


. . and the cows, with richer nourishment, gave — 
much more milk! . . . Proper pasture restoration puts herds knee-deep in vitamins’ 
adds many millions to farm wealth . . . Advertising men will get new ideas, a / 
fresh concept of farm progress from “It’s easy to double Pasture - 


lamb, and fowl...now have net worth of $50,000...“‘Beavers are Slow Pokes,” page 6. 


Also .. .“Farm Surpluses won’t plague us’’...““Cow Testing for more 
Dairymen” . . .““The Farm Outlook”. . .““Successful Homemaking”’. . . 
44 arresting agricultural articles and fascinating features make SF required 
reading for advertising men who want to keep up with their best market... 
the 13 agricultural Heart states, New York and Pennsylvania . . . where SF is 
tops with top farmers, having highest cash income, largest yields, greatest 
property investments . . . a major opportunity for smart sellers! 
SuccessFuL FArminG, Des Moines, New York, Chicago, Detroit, Cleveland, 
Atlanta, San Francisco, Los Angeles. 
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—IHE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 

and “Representatives Available,” 50 cents a ling) minimum ‘charge $2. Figure bold face heads 26 letters and. 

oo per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 
ursday noon, 11 days preceding publication date. Display advertisements take card rates. 


Advertising Age, September 9, 1946 


HELP WANTED 


_ CU HELP WANTED 
ADVERTISING & PUBLISHING 


GEORGE WILLIAMS—Personnel 
oe 209 S. State St., Har. 2063, Chicago | largest 


ADVERTISING & PUBLISHING 


dailies in the 


Con- |Siving age, experience, 
|salary expected. 
Box 84038, 
100 E. Ohio St., 


erating nationally since 1914. 
fidential Intermediary. Both to Em-| 
ployer and Employee. 

SHAY AGENCIES 
_ 30 w. w ashington St., Chicago 2 


Coast. Write giving C 
experience, qualifications and con- | #zZIne, 
nections. mail 
Box 8398, ADVERTISING AGE lend 
330 W. 42nd St., New York 18, _ | Salary 


ing West 
newspaper, car 
layouts and 


open. 


: ACCOUNT EXECUTIVE: ae i- 
: enced, having some business in the 
consumer field to join growing 
agency with complete facilities. 740 N 
Wonderful opportunity to increase ? 


and while you’re at it, 


HELP WANTED | 
AND LAYOUT | 


copy |Standing leader 
between 30-35 years of 
have well rounded experience 
| with sales forces selling to top man- 
Successful applicant will 
be required to originate sales pro- 
sales 
sound-slide films and di- 
rect salesmen award system. In- 
dustrial sales promotion experience 
Application should include 


|PROMOTION COPY 
ALL TYPES OF POSITIONS |Man or woman experienced in writ- | for 
Placement anywhere in the ing and laying out promotion 
United States 'wanted to work in 


research and|Should be 


promotion department of one of the | @8®; 
Southwest. 
exXe- 
Write 
samples and 


Relatively new department; 
Recognized Personnel Service. Op- /|Ccellent opportunity for future, 


ADVERTISING 
Chicago 

ADV ERTISING LAYOUT 
Exclusive rights offered to salesman | Who thinks his roughs 

acquainted with national advertisers | drawer and finished artwork as good 
and their agencies to sell advertis- | Will find a lucrative spot in a sound, 
ing space in Circus Magazine cover- |aggressive Milwaukee agency 
accounts in east and midwest. 


with | PROMOTION 
Mag- | tion 
direct | publication, 
design | Approx. 
job. |Give complete background and sal- 
Profit sharing plan. 
ia i - |Tell us about yourself in 


ecard, 
package 
variety and interest 


a 100 E. Ohio St., 

few samples of your latest work. 

JIM BAKER & ASSOCIATES, 
N. Plankinton Ave., 
Milwaukee 3, Wis. 


HELP WANTED 


SALES PROMOTION MANAGER 
mid-west 


in field. Applicant 


agement. 


}motion ideas and material, 


contests, 


helpful. 


full information, photo and salary 
Box 8428, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
~ MANAGER, 
department, national 
headquarters in East. 
half - million circulation. 


are top|requirements, 


ary requirements. 
Box 8430, ADVERTISING AGE 
Chicago 11, Ill. 


ARTIST—Well established 4-A Ada- 


portunity to layout and 


billing and handle large volume of 
business. Located on near 
side. State volume of business you| work, 5 day 40 hr. wk. 
are now servicing. ary. 
Box 8424, ADVERTISING AGE Box 8435, 
100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., 


north | GIRLS FOR STENO & GEN, OFF./ work for 
Good Sal-|trade paper advertising. 
State full qualifications, ete. |experience and salary required. 
ADVERTISING 
Chicago 11, 


man capable of preparing finishea 
national magazine and 
State age, 


Box 8427, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


manufacturer, out- 


Circula- 
service 


vertising Agency offers excellent op- 
lettering 


MIGHT WHIP ONE UP 
DURING THE LUNCH HOUR! 


..... and Brother, you would enjoy it! 
Tempting recipes like these, plus scores of 
other regular and eagerly awaited features, 
give Capper’s Weekly its unrivaled “human 
interest” . . . . reader enjoyment and re- 
sponse. Yes, and that response carries right 
over to the advertising columns! 


Incidentally, Pemberton. .. .Capper’s Weekly 
offers you more than 373,000 circulation for 
only $1.25 per line . . . . in the prosperous 
farm and rural town areas of lowa, Ne- 
braska, Kansas, Missouri and Colorado. In- 
sist, “Pemby,” old boy, that Capper’s Weekly 
is on the list! Let it prove what it can do 
for you. 


Chocolate Honey Loal Cake 

If you like compliments along 
with the cake you bake—then bake 
this one. 


ae cups sifted flour 
a ae os powder 
+ teaspoon salt 
2 tablespoons shortening 
b cup honey 
1 egg. beaten 
1 tablespoon grated orange rind 
3% cup orange juice 
3, cup chopped nuts 
i T-ounce package semisweet 
chocolate, plecos 
Sift flour, baking powder, soda 
and salt together. Blend shorten- 
ing and honey until fluffy. Add 
egg and orange rind. Mix well. 
Add dry ingredients alternately 
with orange juice. Fold in nuts 
and half of chocolate. Pour into 
a greased paper-lined loaf pan. 
Sprinkle remaining chocolate over 
top of batter. Bake in slow oven 
325 degrees F. 70 minutes. 
MRS. H. J. FOUST, 


— 


White Cake 
A light, white cake that really 
is good, asks but a half cup of 
sugar. 
1% cup shortening 
cup sugar 
cup white sirup 
5 ege whites 
3 cups flour 
3 teaspoons baking powder 
YY, teaspoon salt 
1 teaspoon flavoring 
1 cup milk 


Cream the shortening and add 
the sugar and one half of the 
sirup and beat. Sift flour, salt 
and baking powder together and 
add alternately with the milk 
Fold in beaten egg whites to 
which has been added the remain- 
ing one-half cup sirup. Add flav- 
oring. Bake in moderate oven. 
MRS. J. W. BERGER. 


ac seting tl 
| sgh Nope 


REPRESEN TATIVES WANTED 


WANTED: A Writer! 

If you are not now one of the $12,- 
| 000 boys, but want to be one... 
If you have imagination and ideas 
/and can express yourself without 
| becoming a word mechanic, here is 
/an opportunity to work on a BIG 
ONE with a tough selling job ahead. 
\. . . If this sounds like a future to 
you, give us a word picture of 
your entire background in not more 
than 50 be teaching and perhaps you'll 
get an ans 

Box 8435. ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
A WOMAN WHO KNOWS WOMEN 
will become the first publicity man- 
ager of a fast-growing national food 
eoncern. She “oul work five busy 
days a week in midtown Manhattan; 
she’ll get about $4,000 per year at 
the start for doing it. Her back- 
ground of publicity and her fa- 
military with foods are essential. A 
sense of showmanship will be bal- 
anced by instinctive good taste. If 
you’re the person, let’s hear about it. 


Box 8426, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED: Someone experienced in 


circulation work, particularly in 
keeping A.B.C. weekly trade paper 
circulation records. Gross circula- 
tion 14,000. Good opportunity in 
congenial environment. Write 

Box 8429, ADVERTISING aa" 
330 W. 42nd St., New York 18, ¥, 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


PRODUCTION MAN: Thoroughly 
acquainted with all operations and 
costs of production used for space 
advertising and direct mail litera- 
ture. Excellent opportunity with a 
growing agency located on the near 
north side. Please state experience 
and salary desired. 

Box 8423, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SECRETARY (female) for advertis- 
ing agency. Opportunity to learn 
all phases of business. Good work- 
ing conditions. Phone Delaware 
8702, Chicago, Ill. _ 


POSITIONS WANTED 
| ABLE ADVERTISING ACE 
Advertising manager, sales manage- 
|ment, public relations experience. 
|A-1 writing layout, sales letters, 
|folders. A 34-year older. A decade 
}of background. Available immedi- 
|} ately. 

Box 8387, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AGENCY SERVICE 
and traffic manager desires position 
with advertising agency. Full 
knowledge of agency operation. 
Box 8417, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Copywriter for General Accounts 
| Copy that clicks—national, trade 
| paper, dir. mail. Versatile woman 


wants opp. to use broad merch. 
knowledge creatively—in Chicago. 
Box 8418, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
SECRETARY 


Capable assistant, Adv. Exp., now 

emp., seeks advanced position with 

Boston agency or published. $45. 
Box 8434, ADV ERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


TIME & SPACE BU YER AVAILABLE 
Highly competent young lady thor- 
oughly experienced in buying spot 
and network time as well as news- 
paper and magazine space. Worked 
on million dollar and smaller ac- 
counts. Excellent knowledge of es- 
timates, contracts, schedules, talent, 
and transcriptions. 
Box 8419, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y 


CIRCULATION MANAGER 
Top-notch eighteen year record of 
building quality trade paper circu- 
lation at low cost. Complete de- 
tails when you say the word. 

Box 8420, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


VETERAN WITH 10 YRS. ADVER- 
TISING, publicity, public relations, 
sales promotion, company magazine 
editing desires opening in medium 
size agency or firm in middle west. 
Address Box 574, Peking, Ill. 


Inflated living costs prompt two top 
Ad-writers to seek free-lance work. 
Now heading department of big- 
time National Advertiser. Offer cre- 
ative talent and experience to 2 or 3 
small progressive firms with direct 
mail, merchandising and/or. sales 
promotion problems. Write 
Box 8421, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


PRODUCTION MAN 

Now asst. prod. mgr. large agency 
prefers change to progressive South- 
ern or Western agency or adv. dept. 
Expert typographer and type man 
with 20 yrs. diversified printing pro- 
duction and supervision experience. 

Box 8422, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


 REPR ESEN TATIVES WANTED | 


Representative wanted by merchan- 
dising tradepaper. California, De- 
troit, Philadelphia, and New Eng- 
land territories. 

Box 8386, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SPACE REPRESENTATIVES 


Here is the opportunity you have 
been waiting for. Utterly new kind 
of advertising medium offers perma- 
nent profitable connection to space 
representatives al] sections of Coun- 
try. Not a trade paper, not a cata- 
log—but something brand-NEW un- 
der the sun! Experience in indus- 
trial field and good acquaintance 
with agencies and accounts essen- 
$a 1. Above-average commission 
basis. Write now. Give complete 
information first letter. 

Box 8431, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED, PUBLISHER REP., 
successful Trade publication to rep. 
Middle West, East Seaboard. Air 
Publication Co., 2709 W. Jefferson 
Blvd., Los Angeles 16, California. 


MISCELLANEOUS 


Magazine Printing Estimates 
Reputable Publisher open for esti- 
mates due to change in format on 
offset or gravures for 32 Pages, ap- 
proximately 8%” x 11” national 
monthly, 40% to 50% pictures. Be 
gin at 50, 000 copies, potential in- 
crease 5,000 copies per month, self 
cover, or we may furnish cover and 
stock. 1 or 2 colors throughout. 
Prefer printer within 300 miles of 
Chicago. White William Morsdorf, 
3218 N. Dayton, Chicago 13, Illinois. 


FOR ONLY ONE DOLLAR . .YOU 
can have the $25.00 letter that se- 
cured a $15,000 connection for an 
EXxecutive- -applicant. Read the let- 
ter, revise it to fit YOUR CASE, 
mail it to a few prospective employ- 
ers. You’ll land that cherished in- 
terview FOR SURE! Send $1.00 to- 
day to BERT COOPER, 1602 S. Ham- 
lin, Chicago 28, Ill. 


PUBLISHING COMPANY WITH 
substantial printing plant located in 
Midwest and good organization now 
publishing several trade papers is 
interested in purchasing full or part 
ownership of business paper. Pub- 
lication must have good future pos- 
sibilities. Principals only. 

Box 8432, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
DIRECTORY FOR SALE. Key di- 
rectory in major transportation j field. 
Estab. 1930. Important factor in 
operations of nation’s motor freight 
operators. Currently carrying sub- 
stantial advertising volume w th ex- 
cellent opportunity for big, imme- 
diate development. Paper available 

to purchaser. Address 
Box 8433, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Knowles Joins RCA 


W. H. Knowles, formerly vice- 
president of the Jam Handy or- 
ganization in charge of its educa- 
tional department, has joined the 
RCA-Victor division as manager 
of educational sales activities. 


Curtis Promoted 


Wallace B. Curtis, advertising 
manager of General Petroleum 
Corporation, Los Angeles, for 14 
years, has been promoted to public 
relations director. 


Walter Lowen 


PLACEMENT AGENCY 
e 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 


Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the employer. 


420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 


MAGAZINE WANTED 


We are interested in representing an- 
other trade journal or national magazine 
on a commission basis. 

Our acquaintance with practically all 
the top agency executives in the Middle 
West, combined with a remarkable ad- 
vertising sales record over a period of 
more than 25 years, makes it possible for 
us to handle a publication on a strictly 
percentage basis. 

We naturally want to protect our en- 
viable reputation in the advertising field, 
and desire only to sell the space of a 
reputable established publication that 
renders a definite service. 

A great many schedules will be de- 
termined before January. We aim to ex- 
pose any publication we represent before 
schedules are settled, so it is desirable 
that we conclude arrangements with an 
Sere publication as soon as pos- 
sible. 

Our headquarters is in Chicago. 


Box 6565, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


UNUSUAL OPPORTUNITY 
A nationally recognized PUBLIC 
RELATIONS EXPERT now avail- 
able! 

: Outstanding record of accom- 
plishment; award winner. 

: Author of leading books on 
public relations, 

: Successful in operation of pub- 
lic relations business, public 
relations department, trade as- 
sociation public relations pro- 
grams. 

: Leader in national public rela- 
tions association. 

Just resigned as director of pub- 

lic relations for well-known 

corporation; formerly vice-presi- 
dent of large p. r. agency; has 
handled many types of accounts, 
in many fields. Seeks executive 
public relations position with 
sound, progressive corporation; 
advertising agency; trade associ- 


ation. Young. Location, status, 
salary all negotiable. 
Box 6566, Advertising Age 


100 E. Ohio St., Chicago 11, Til. 
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| Advertising Age, September 9, 1946 


Watch for the publication of the 
Pacific Coast’s first general maga- 


zine. Called Fortnight, it’s sched- 
uled to hit the stands the latter 
part of October with 48 pages of 
general interest material, plus 
news Magazine coverage of the 
area. Well financed—it’s headed 
by O. D. Keep, famed magazine 
promotion expert, and a crew of 
specialists, most of whom are 


Californians. 
* * * 


A new method of recruiting 
labor is being tried by the Black- 
hawk Mfg. Company, Milwaukee. 

The company is offering to pay 
its employes $20 for every quali- 
fied worker they induce to take a 
job with Blackhawk. The com- 
pany pays the employe $10 after 
the new worker has been on the 
job 30 days and the other $10 
after he has remained 90 days. 
There is no limit on how many 
“prospects” employes may bring to 
the company. 

In announcing the plan the com- 
pany told its employes: “By put- 
ting more employes on the job we 
can ship more merchandise, please 
more customers, bring in more 
orders and win and hold our mar- 
kets. That means even greater 
job security for you. This contest 
pays you for doing yourself a 
favor.” 

* * * 

You’ll hear more about the air- 
lines now engaged in intra-state 
commerce. It’s a much larger 
business than you might suppose, 
and some of the lines are flying 
more planes and passenger miles 
than their more prominent 
brothers. Some of the lines are 
worried because they don’t belong 
to anybody. They’ve asked CAB 
for certification, and been turned 
down because they’re “not con- 
tributing to the flow of interstate 
commerce”; they have petitioned 
their state utilities commission for 


Seldom Available 


Only once in a life-time does a man 
with the following qualifications ad- 
vertise for a job: 

... All around agency executive. 

...Has been “account contact” on a 
score of the best known business 
and financial institutions in the 
Uw. §. 

..Published records say that he 
knows advertising, merchandising 
and sales management. 

..Mature and seasoned judgment 
gained through 20 years’ agency 
work and 5 years’ sales manage- 
ment. 

...Fourteen years as partner in me- 
dium sized agency. 6 years as 
Vice-President and Branch Man- 
ager for two of the country’s lead- 
ing agencies. 

..Five years Vice-President in charge 
of sales and advertising, handling 
60 salesmen and 22 branch offices. 

..Experienced public speaker: has 
handled or talked at approximate- 
ly 300 dealer or distributor sales 
meetings, advertising clubs, cham- 
bers of commerce, etc. 

Wants a job where the going is rough 

and a good man ded to th 

it out. Compensation for many years 
in five figures. 
Box 6564, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WANTED— 


INDUSTRIAL 
ADVERTISING MAN 


Splendid opportunity to establish and 
eventually head up advertising depart- 
ment. Position requires preparation of 
sales letters, semi-technical bulletins, cat- 
alogs, etc. Engineering background valu- 
able. Applicant should be 30 or under. 
Salary open. Your reply will be held in 
confidence. For interview in your city, 
mail experience outline to 


WILLIAM H. BINGHAM 
COMPANY 


Eight South Michigan Ave. 
Chicago 3, Ill. 


certification as carriers and been 
told that the state has no Classi- 
fication for such a carrier. Most 
of the lines are eager to have their 
status clarified, and some are ask- 
ing CAB for certificates of neces- 
sity. 
* * * ? 

Foremost among the hundreds 
of major and minor reasons for 
delays in motor car production, 
and promotion, automobile people 
say, is the shortage of coiled 
spring steel for seat cushions, due 
to strikes by workers of these 
suppliers. Next come shortages of 
copper and lead. Then there’s the 
situation in burlap, used on the 
under side of seat cushions, The 
current unrest in India isn’t help- 
ing that situation. 

ok * * 

Although 214%2% recently has 
been restored of their 30% cut in 
grain allotments, the nation’s brew- 


ers are expected to make relatively 
little promotional recognition of 
the fact that their production soon 
will be fairly close to “normal.” 

For one reason, the industry 
emphasized strongly last spring, 
when the grain was taken from 
them by the Department of Agri- 
culture for UNRRA to feed hungry 
people abroad, that the brewers 
use only a tiny fraction of “edible 
grain.” The brewers don’t intend 
to refute themselves now. 

For another, most brewers cut 
advertising budgets, when at all. 
much less than 30%. 

Also, they will continue in a 
seller’s market at least for the rest 
of this year. The industry’s vol- 
ume in 1946 may reach 78 million 
barrels, or about 10 million less 
than the 1945 total of 87.8 mil- 
lion. 


* * * 


A man to watch is Lawrence 
Lesavoy, who came to the U. S. 
as an immigrant boy in 1922 and 
today, at 42, is president of Blos- 
som Products Corporation, the 


largest manufacturer of un- 
branded knit underwear, as well 
as president of Rayon Corporation 
of America, Plastics Corporation 
of America and Paper Corpora- 
tion of America. 

Lesavoy recently went to 
Europe for three months to. ex- 
tend his operations there. He has 
already opened offices in Puerto 
Rico, Mexico, Brazil, Italy, Cuba, 
Hawaii, Canada and Egypt. This 
whole export operation started 
from little more than desk space 
in the Empire State building a 
few years ago. 

Today, Lesavoy International, 
Inc., occupies the entire 68th floor 
of the building, and its head 
promises a world-wide organiza- 
tion with offices in every country 


in the world. 
ok * Bo 


Competitors of Lockheed Air- 
craft Corporation, which has given 
them several runs for their money 
in recent years with such fighting 
planes as the P-38 and the P-80 
and the Constellation transport, 


are curious to know when Lock- 


heed will introduce a new Saturn 
plane for feeder lines. Lockheed 
tells AA that “no advertising is 
planned for the Saturn in the im- 
mediate future.” Foote, Cone & 
Belding is the agency. 


* * * 


The Kaiser-Frazer dealer on 
New York’s upper-Broadway 
“motor row” is said to have $500,- 
000 in down payments for these 
new cars, which, except for floor 
models, are not yet in produc- 
tion. At $100 each these down 
payments represent 5,000 cars. 
This is three times the 1,654 orders 
with down payments in the hands 
of the Studebaker dealer two 
blocks up the street. Studebaker 
is beginning to make deliveries. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1? 


REACH THE 


I tc cecal 
. SN 


To sell anything men buy... from hats to automobiles 


* 


* 


You get closer attention, faster action when you place your 
advertising message before the inquisitive, fact-hungry quick- 
starting mind of the Popular Mechanics reader. 
You’re talking to a man who reads ads deliberately, not by 
accident ... who finds Popular Mechanics advertising an important 
and absorbing part of the magazine ...a man who 
digs right down into even 4-point type month after month 


because he doesn’t want to miss a thing. 


Readership surveys based on current circulation show 


34 MILLION of these men—the most attentive 
man-audience in America. 


It pays to put Popular Mechanics on your schedule and 


REACH THE P.M. MIND! 


No, all the above brands aren't advertised in 
Popular Mechanics. We think they might be... 
profitably! 3% MILLION men buy a lot of hats. 
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Joins Fetter Printing 


The sales staff, promotion and re- 
search departments of both Mc- 


William B. Turner Jr., recently Call’s and Redbook and the edu- 
released from the Army and prior | cational department of Redbook 
to that with Edward Stern Com- | will be located at the Madison 


pany, Philadelphia, has joined the Ave address. 


All other depart- 


sales staff of the direct advertising ments will remain at 230 Park 


division of Fetter Printing Com- 
pany, Louisville. 


McCall Ad Dep’t Moves 


Ave. 


Dallas Agency Moves 
| Huff & Henderson Advertising 
McCall Corporation, New York,| has moved its offices to 415 Con- 


has moved to 444 Madison Ave. struction building, Dallas 1. 


* one contract 
* one copy job and 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


ah * One set of original 
as plates (per insertion) 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 
ship of the American Medical Asso- 


* one monthly statement 


status. 


ALABAMA, Journal of 
Med. Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, 


Journal of 
CALIFORNIA and Western 


CONNECTICUT State Med. 


Journal o 
MINNESOTA M 
ourna’ t 
DELAWARE Med. Journal 


MISSOURI 


Bureau is published by its own State Medical Association . . 
every member physician in the 42 states represented .. . 
interest via its local news content, exerts influence through its official 


lowa State Med. Soc., Journal 

0 

KANSAS Med. Soc., Journal of 

KENTUCKY Med. 

maine Med. Assn., Journal of 
e 

MICHIGAN State Med. Soc., 


na 
edicine RHODE ISLAND Med. Journal 
State Med. Assn., ROC 


ciation. 

Every Journal belonging to the 
. reaches 
stimulates 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 
extend your coverage as the sales and distribution picture shifts. One 
transaction, one continuing contact, a nation-wide market. 


Readership data and details on the State Journal Group are ready for 
closer examination upon your request. 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


535 N. Dearborn Street 


@ Chicago 10, Illinois 


NORTHWEST MEDICINE 
(Oregon, Washington, Idaho 


& aska 
OHIO State Med. Journal 
OKLAHOMA State Med. Assn., 
Journal of 
PERNSVLVAMIA Med. Jour- 


Journal 


KY MOUNTAIN Med. 


OLUM- NEBRASKA State Med. J to vo See 
{STRICT OF C - C) . Jour- ew Mex. 
OIA Med. Annais of nal SOUTH CAROLINA Med. 
FLORIDA Med. Assn., NEW ENGLAND Journal of Assn., Journal o 

Journal of . (Mass., New Hamp.) TENNESSEE ‘State Med. 
GEORGIA, Journal of Med. NEW. JERSEY, Journal of ssn., Journal of 

Assn. of "New “ORLEANS Med. and VIRGINIA. Med Manticn _ 

7 E - an . Mon 

HAWAII Med. Journal Surgical Journal WEST VIRGINIA hed.” Jeur- 
INDIANA State Med. NORTH CAROLINA Med. nal 

Assn., Journal of Journal WISCONSIN Med. Journal 


Bendix Radio 
Adopts New Copy 
Policy in Spread 


BALTIMORE—A four-color spread 
in the Sept. 30 Life will introduce 
Bendix Radio’s 12 model postwar 
line, and a new copy policy pat- 
terned after the latest FTC direc- 
tives concerning description of 
rectifier tubes. 

The line-up of Bendix sets 
covers table and portable radios, 
and table and console radio phono- 
graph combinations, including a 
FM table model and three com- 
binations, 

Bendix is now running the ad 
in radio trade papers. 

On advice of the Radio Manu- 
facturers Association, Bendix will 
not advertise rectifiers as part of 
the tube strength of the set. Thus 
the 1117-B console combination is 
described as having “10 tubes and 
a rectifier” instead of “11 tubes 
including rectifier.” 

Considerable confusion has 
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spread through the radio manu- 
facturing industry after FTC is- 
sued complaints last year against 
a number of manufacturers and 
mail order houses which have used 
the later type of claim. 

Correspondence between RMA 
and FTC led to an informal in- 
terpretation indicating that manu- 
facturers will be in the clear if 
they do not classify rectifiers as 
tubes. 

L. C. Truesdell, general sales 
manager for Bendix radio and 
television, said that the new yard- 
stick should be satisfactory “pro- 
vided it is generally adhered to 
by the industry.” 

He said tube count is assuming 
less importance in radio sales. 
“Today tone, performance and 
cabinet styling are truly impor- 
tant factors in sales,” he explained. 


To Bozell & Jacobs 


The Los Angeles office of Bozell 
& Jacobs has been appointed to 
handle the advertising of Lester 
Cowan Productions. 


Issues Trailer Catalog 


Fruehauf Trailer Company, De- 
troit, has issued a 16-page il- 
lustrated catalog covering its new 
line of Fruehauf stainless steel 
trailers. Fruehauf has also pre- 
pared a maintenance manual and 
parts catalog on Model GT-55, 
which describes the new gravity 
suspension tandem underconstruc- 
tion. 


To Hannon & Willson 


Manufacturing Confectioner 
Publishing Company, Chicago, 
publisher of Manufacturing Con- 
fectioner, Candy Merchandising, 
Candy Buyers’ Directory and Blue 
Book, has named Hannon & Will- 
son, Los Angeles, to handle the 
Pacific Coast territory. 


Increases Ad Rates 


Effective Jan. 1, 1947, American 
Metal Market, New York, will in- 
crease its ad rates, with the open 
rate going from $1.60 to $2 per 
inch, based on an increase in net 
paid circulation of 3,300 to 8,000. 
A policy of paying agencies a 15% 
commission also has been adopted. 


and every day 


“HOME TOWN FROLIC’ PROVES IT... 


“The Home Town 
Frolic’ delivers 
in North Jersey- 


POLKAS.. 


4222222222222232222221222923327) 
(THEME UP AND UNDER) 


GOOD AFTERNOON EVERYONE... 
EDITION oF THE HOME TOWN 
HILLBILLY TUNES., 


AT YOUR REQUEST 
+++HOME TOWN NEWs te 


on. Aug. 26, 1946 
1:05 - 3:00 PM 


111221222222) 


MILLER 


one dang YOUR AFTERNOON 
C...BRINGING You 
- WESTERNS, ,, NOVELTY TUNES AND 
+ TOGETHER WITH TODAY'S 


¥3 TIMES 


AS MANY FAMILIES per dollar 
as any New York network station... 


¥ At least 2 TIMES AS MANY FAMILIES per dol- 
lar as any New York independent station! 


Another Reason Why... 


WAAT delivers more listeners per dollar 
in North Jersey—America’s 4th Largest 
Market*—than any other station, includ- 
ing all 50,000 watters! 


Source: Pulse of North Jersey and Standord Rate and Doto (Excluding talent costs) 


*Do you realize this market 
contains over 3% million 
people; more than these 14 
cities combined: Kansas City, 
Indianapolis, Rochester, 
Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 
Spokane, Fort Wayne,Dallas. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


advance. 


Kansas City Star gained 56,750 paid subscribers 
issue of June, 1945, had a circulation of 337,636; 
this year 394,386. 


Such growth, without the aid of premiums, 


Pitty-Six Thousand 
New Subscribers in One Year! 


According to A. B. C. publishers’ statements, The Weekly 
in one year. Last 


last issue of June 


contests or club- 
bing offers, is significant. It means The Weekly Kansas City Star 


is providing a service that farmers want and will pay for cash in 


It means that in these days when agriculture is the focal point 
of our national and international economy, Midwestern farmers 
find in The Weekly Star the facts about markets, price ceilings, 
subsidies, foreign relief, transportation bottlenecks and all the other 


factors that affect so vitally the business of farming. 


They get this information in The Weekly Star fast because 
The Weekly Kansas City Star is printed on high-speed newspaper 


presses and gets to most subscribers the next day after it is printed. 


The Weekly Star is issued every Wednesday. Quite a dif- 


ference from farm papers printed once a month or twice a month. 


Che Weekly Kansas City Star. 


398,426 Paid-in-Advance Subseribers 
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Cumming Finds 
Textile Industry 
Set for Promotion 


NEw YorK—Ten reasons why 
the textile industry today is “ripe 
for the right kind of sales promo- 
tion” are outlined by James C. 
Cumming, vice-president of John 
A. Cairns & Co., New York agency, 
in “Sales Promotion in the Tex- 
tile Industry.” (Fairchild Pub- 
lishing Company, New York; $3.) 

These are: 

“1. The trend toward the in- 
tegration of textile firms”—an ex- 
ample being Textron, Inc., which 
controls its product from yarns 
to finished goods. 

“2. The desire to assume control 
over the merchandising of their 
products is leading many firms to 
identify these products and to 
promote them nationally.” Such 
“big mills as Springs, Vernay and 
Avondale” intend to “see the con- 
trol of trademarks match the pro- 
portion of investment required to 
produce the product representing 
the trademark.” 


New Channels Opened 


“3. The development of new 
merchandising channels.” Many 
retailers, such as Western Auto 
Supply, Goodrich and Firestone, 
which formerly concentrated on 
“hard” goods, have added “soft” 
lines, and “even Sears, Roebuck 
and Montgomery Ward” pay more 
attention to textile products than 
they did when appliances and 
other consumer durable goods 
were more plentiful. 

“4. The increasing acceptance of 
national brands by retailers went 
hand in hand with this develop- 
ment.” One example cited is 
Best & Co., New York specialty 
store, which is now promoting na- 
tional brands along with its own. 

“5. The important national mag- 
azines are supporting textile 
brands.” Specifically, here, Mr. 
Cumming cites Good Housekeep- 
ing, McCall’’s and The Saturday 
Evening Post, as well as such new 
class magazines as Charm, Glam- 
our, Junior Bazaar, Mademoiselle 
and Seventeen. 

“6. The development of syn- 
thetic fibers. . .” 


Chemistry Advances Cited 


“7, Advances in textile chemis- 
try,” improving both natural and 
synthetic fibers, and in many 
cases introducing such additional 
selling points as “fire-retardance, 
water-repellency, water-proofing, 
wind - resistance, abrasion - resist- 
ance,” and even translucency. 

“8. Intra-industry competition 
is the direct result of the impact 


en’s slips, hosiery, and textile ac- 
cessories. 

Formerly advertising manager 
of Bloomingdale’s, New York, and 
L. Bamberger & Co., Newark, and 
national retail advertising man- 
ager of Sears, Roebuck & Co., Chi- 
cago, Mr. Cumming has been in 
advertising agency work for the 
past 10 years. 


Spiegel Buys Miller Bros. 
Spiegel, Inc., Chicago, has pur- 
chased the Miller Brothers furni- 


ture store at 4020 W. 26th St., 
Chicago. This brings Spiegel’s 
home store holdings to a total of 
11 large retail units. Rudolph 
Miller, formerly secretary and 
treasurer of Miller Brothers, will 
become manager of the store under 
Spiegel ownership. 


Increases Ad Rates 

Effective with the February, 
1947, issue, House Beautiful, New 
York, will increase its basic page 
rate from $2,000 to $2,300, based 
on a circulation of 400,000. 


N.Y. Printers Group 
Boosts Membership 50°, 


New York Employing Printers 
Association had a 50% increase 
in membership between Jan. 1, 
1941, and Aug. 24, 1946. Total 
membership on that date was 659, 
representing five classes—printers, 
advertising typographers, machine 
typographers, binders, and affiliate 
members who supply equipment, 
materials, or services to printers. 

The association has just com- 
piled a bibliography of “Books on 


77 
Printing,’ by all processes, and 
on related graphic arts subjects. 


Its evening educational course will 
be resumed the week of Oct. 14. 


To Lennen & Mitchell 


S. Robert Freed, formerly with 
Young & Rubicam, New York, has 
joined Lennen & Mitchell, New 
York, as account executive on the 
Ruppert Brewery account. The 
account is under the direction of 
Reginald T. Townsend, account 
supervisor. 


* 
Pe j 


%., 


of chemistry on the industry.” 
Cotton, rayon and wool users are | 
competing on a wider scale, in | 
“each other’s” fields. | 

“9. Consumers are demanding | 
branded, foolproof fabrics. This | 
is a natural outcome of the mul-| 
tiplicity of new blends and terms | 
used in textiles and apparel.” 


Resale Prices Controlled 


“10. New laws permit the con-| 
trol of resale prices by the manu-| 
facturer.” Mr. Cumming cites the | 
passage of the Miller-Tydings Act, | 
“which enabled the _ individual | 
states to enact such laws as the 
Feld-Crawford law in New York | 
State, and has given the owner of 
the trademark control of the pric- | 
ing of his product straight through 
to the consumer.” 

He devotes separate chapters to. 
Sales promotion of yarn manufac- | 
turers, textile mills, converters, | 
selling agents, textile chemists and | 
finishers, and to manufacturers of 
men’s clothing, men’s shirts, men’s | 
underwear, work clothing, wom- | 
en’s dresses, wash dresses, wom- | 


in character-building activities. 


...and this is the TOLEDO BLADE 


Toledo is busy—but never too busy to aid 
good causes of many kinds. And The Blade, 
as a Toledo citizen of long standing, likes to 
do its share by giving such activities liberal 
news and editorial support. The Blade has 


Toledo’s Boy Scout Reservation is famous throughout 
the land, and the entire Scouting activity in this area 
has won wide acclaim for the fine work carried on and 
for the support accorded by Scout leaders and citizens 
in general...an outstanding instance being the film 
“Your Boys Today—Your Citizens Tomorrow.”’ Above 
are two of the “‘stills’’ from this 32-minute sound and 
color movie, which has already been shown to many 
thousands in church, school, club and neighborhood 
groups—a notable example of Toledo citizens’ interest 


his 7s Yoledo 


...Known for one of the nation’s finest 
Boy Scout Reservations 


“Your Narrator’... Toledo’s 
Own JOE E. BROWN 


Yes, Joe E. Brown, known 
equally as stage, screen and 
radio star and for his sympa- 
thetic interest in youth, volun- 
teered his services as narrator 
of the Boy Scout film. Once 
more,‘‘Local Boy Makes Good”, 
in lending his talents to a fine 
cause...a real highlight of the 
film, ““Your Boys Today—Your 
Citizens Tomorrow.” 


a keen sense of obligation to the community 

which gives it a degree of loyalty rare in- 

deed among the nation’s newspapers. This 

loyalty is reflected in its complete coverage. 
Write for ‘This is Toledo”’ booklet. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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New Petroleum Journal 


to Bow in November 

Oil Forum, published by Or- 
chard Lisle Publications, New 
York, will make its appearance 
in November and will be pub- 
lished monthly beginning in Janu- 
ary. The publication, eliminating 
news coverage, will carry views 
and opinions of qualified persons 
on all phases of management, en- 
gineering, operation and legisla- 
tion of the petroleum industry. 

T. Orchard Lisle, previously ex- 
ecutive editor of World Petroleum, 
will direct the publication, and 
B. Orchard Lisle, recently re- 
leased from the Army air forces 
and before that personnel man- 
ager of Ashland Oil & Refining 
Company of Kentucky, will be 
editor. 


OZAUKEE: PRESS 


the weekly newspaper 
with pictures 


port washington, wis. 


Prince Albert 
Returns with 
‘Magazine Drive 


| New YorK—Prince Albert 
‘smoking tobacco, absent from 
|Magazines since the end of the 
| “Old Judge” series in 1943, re- 
_turned last week with half pages 
|in two colors. R. J. Reynolds To- 
'bacco Company scheduled Ameri- 
|can Magazine, American Legion, 
| Collier’s, Columbia, Eagles’ Maga- 
|zine, Elk’s Magazine, Field & 
| Stream, Liberty, Life, Look, Moose 
Magazine, Outdoor Life, Popular 
| Mechanics, Popular Science, Sports 
Afield and the Kellogg Group. 
| The tobacco copy is more con- 
ventional than the strip technique 
employed for the Old Judge series, 
| and continues to angle for cigaret 
rollers with “Roll-your-own 
/smokers say, “There’s no other 
tobacco like Prince Albert’ for 
|easy-rolling, rich-tasting, mild 
‘makin’s’ smokes.” 
| Neither newspapers 


nor spot 


|radio will be used on the current 
drive. Reynolds sponsors “Grand 
Ole Opry” for Prince Albert on 
NBC. William Esty & Co. is the 
/agency. 


“KYW Day’ Picnic 
Draws Over 30,000 


The biggest mid-week crowd in 
the history of Philadelphia’s su- 
burban Willow Grove Park, more 
than 30,000 radio listeners, turned 
out recently for the second annual 
“KYW Day” picnic. 

Highlight of the program, which 
included jitterbug contests, safety 
demonstrations and a fireworks 
display, was an hour and a half 
show featuring all of KYW’s staff 
talent, announcers and musical 
combinations. 


Appoints Sarra 


Lawrence R. Sarra, formerly na- 


tional advertising manager of 
Beacon-News, Aurora, Ill, has 
joined the News and _ Record, 


Greensboro, N. C., in the same 
capacity, succeeding Margaret 


Neal, who resigned. 
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Department Store 
Sales Up 40% 
Over Year Ago 


W ASHINGTON— With cooler 
weather spurring early purchases 
of fall wearing apparel, depart- 
ment store sales for the week end- 
ing Aug. 24 jumped greatly over 
the previous week and were 40% 
over the same week a year ago. 

This 40% year-to-year gain 
compares with an average of about 
30% in the past three months. 
Sales the week ending Aug. 17 
were reported 92% over the cor- 
responding week of 1945, but that 
unprecedented increase refiected 
the drop a year ago during the 
V-J Day celebration (AA, Sept. 2). 

The Federal Reserve Board’s re- 
port for the third week in August 
shows gains in the 12 reserve dis- 


*A fact, established by an independent survey. 


The Portland electric appliance trade is not alone in this regular 


readership of The Journal. This same survey shows that The Journal 


is read regularly by 9 out of 10 persons employed in Portland’s four 


other major distributive businesses, (foods, drugs, auto supplies, and 


building materials). 


Most important to you is the fact that The Journal is this market’s 


most potent consumer medium... it reaches more families in the 


Portland Trading Area than any other daily newspaper. They depend 


on The Journal for accurate local reporting, comprehensive national 


and world-wide news, understanding local columnists and top-flight 


national features. Little wonder The Journal] is today, as it has been 


for years, Portland’s favorite newspaper, offering advertisers the largest 


peacetime circulation in its history... both daily and Sunday. 


‘Ta JOURNA 


. Afternoon and Sunday 


PORTLAND, OREGON 
_ Only Afternoon Newspaper © 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


tricts ranging from 48% in the 
New York (second) district down 
to 21% for the Richmond (fifth) 
district. 


Newark Again Highest 


Highest year-to-year gains for 
individual cities were reported for 
stores in Newark (up 61%),-Mil- 
waukee (56%), Detroit (51%), 
San Antonio and Syracuse (50%) 
and Rochester and Pittsburgh 
(49%). Lowest gains were in Se- 
attle (13%), Little Rock (14%), 
Baltimore (20%) and Washington 
(22%). 

The reserve board reported the 
following percentage of increases 
in department store sales from 
corresponding figures of 1945: 

Week Ending 


Federal Reserve Aug. Aug. Aug. 
district and city 10 17 24 
UNITED STATES ..30 92 40 
Boston District ..... 19 121 41 
New Haven ...... 19 108 36 
eee 19 134 43 
Sorimngenela 2.6.66. 24 100 42 
Providence ....... 24 120 40 
New York District. .36 156 48 
MOWER 6 ccc cchsen 43 194 61 
MOE dco clase a eas 28 131 45 
TOW TOPE 6-0%s-tucces 37 166 47 
poe eee 28 90 49 
gs | | 34 108 50 
Philadelphia District 19 105 31 
Philadelphia ..... 13 108 26 
Cleveland District ..29 98 43 
CL eee ee eee: 23 82 28 
CINGINMAT 246%6545 25 95 41 
CISVGEBRG. 6436454005 27 105 44 
COVIMIDUB. 2i.6eccis 29 92 33 
Te Casi 45.0 448s 22 91 41 
Pitteburgn ....-...87 108 49 
Richmond District ..19 55 21 
Washington ...... 16 48 22 
BBIIMOTS 660 asccc 20 66 20 
Atlanta District ....26 74 32 
Birmingham ,....33 82 35 
MAGE wieciscaees cs 32 61 42 
BEI sa dseie tus 26 85 22 
New Orleans ..... 26 67 34 
IOASRVINIE. b44 0 00 %% 29 120 48 
Chicago District ....33 85 47 
[RIGO cies canvas 34 79 46 
Indianapolis ...... 19 119 32 
ROMUPONE. 6-66. 06.3 8688 3 89 51 
Milwaukee ....... 28 77 56 
St. Louis District... .31 73 39 
Little Rock ...... 13 yg 14 
DsOUIBVINO .ccisss 24 84 42 
it ME kev eawake 32 62 43 
co 35 101 33 
Minneapolis District. 
Minneapolis ...... 
a | a (Not available) 


Duluth-Superior 


Kansas City District 20 69 28 
po) re 30 78 28 
if a 11 46 21 
mansas City ......81 58 33 
St: FGGGHS ocisscce e9 37 31 
Oklahoma City ...11 71 25 
NE 6d 5) 4-8 49 919.448 9 75 26 

Dallas District ..... 30 60 37 
SoS ee errs 63 35 
Port Worth «2.6; 30 44 26 
po ere 32 71 39 
San Antonio ...... ss * %8 50 

San Francisco Dist..33 82 32 
Los Angeles Area.36 77 39 
WORIORE 26 csiccces 30 70 31 
San Francisco ....20 69 36 
POCCIGNG iitsc css cBe 104 27 
Salt Lake City....28 106 36 
ee 82 13 


**Data not available. 


Dorland Opens Branches 


Dorland International-Pettingell 
& Fenton, Inc., has opened two 
new offices in California, one in 
|San Francisco and one in Los 
Angeles. The San Francisco of- 
fice in the Central Tower building 
| will be in charge of H. H. Hindley, 
|former manager of Allied Adver- 
_tising Agencies, San Francisco. 
The Los Angeles office will be 
/under the direction of Robert L. 
| Nourse Jr., formerly Pacific Coast 
|;manager of Ruthrauff & Ryan. 
|Evelyn Wiggins Rawles will act 
/as office manager in Los Angeles, 
| while Mr. Hindley will be as- 
|sisted by Lorene Marie Pavon, 
|Eric Coster and Frank J. Schles- 
singer, 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 


Complete Agency Service 


| 619 N. MICHIGAN, CHICAGO II « DEL. 8300 
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McGraw-Hill Prints 


50th Ad in Series 
on U. $. Economy 


Publisher's Reprints 
Mailed to 30,000; 
Copy Runs in 5 Cities 


NEw YorK—McGraw-Hill Pub- 
lishing Company last week passed 
a milestone as the 50th of its 
series of institutional advertise- 
ments appeared in newspapers of 
Chicago, New York and Washing- 
ton. 

McGraw-Hill started the series 
in mid-1942, with a campaign on 
the various industries serviced by 
its publications. Subsequently the 
company switched to its “Seed 
Money” series, and in 1944 settled 
on its present policy of running 
editorials signed by James H. 
McGraw Jr., president of the com- 
pany. 

The campaign soon will be ex- 
panded to Cleveland, Detroit and 
Philadelphia, but the space used 
in Chicago may be reduced in 
order to bring in the three addi- 
tional cities. 


Full Page Each Month 


The advertisements normally 
appear monthly, in full-page space, 
although they did not appear dur- 
ing the summer months of 1946. 
Copy is written and advertise- 
ments are mailed by McGraw-Hill. 
The company’s agency, Fuller & 
Smith & Ross, handles the typog- 
raphy, and gets the advertisements 
set up. 


The company now maintains a 
regular reprint list, so popular is | 
the series among industrial execu- | 
tives. It sends out regular re-| 
prints to an “executive list,” which | 
now means some 30,000 reprints 
after each advertisement. In addi- 
tion, it mails a large number to 
miscellaneous readers, who request 
copies of the messages. 

In the current advertisements, 
headlined “Labor Day, 1946—A 
time for wise union leadership,” 
the company reports the result of 
its spot. check of management in 
various industries, which it had 
queried on one of industry’s most 
perplexing problems, labor pro- | 
ductivity. McGraw-Hill learned 
(1) that most industries consider | 
that worker effort is below war | 
and prewar standards; (2) that | 
headway is being made in improv- 
ing output, but it is hampered by 
lack of new equipment and by | 
lack of cooperation from labor in| 
organization improvements; (3) | 
that marked improvement can be) 
expected if sustained production | 
and labor-management coopera- | 
tion can be achieved. | 


Asks Labor Cooperation 


Believing that labor is acknowl- | 
edging the importance of worker | 
output, the advertisement cites | 
recent statements by William) 
Green, AFL president, Walter, 
Reuther, president of UAW, and 
Philip Murray, president of CIO. | 
These labor leaders, the editorial | 
says, have historical fact upon | 


their side. According to McGraw- 
Hill, in the 40 years prior to the 
outbreak of World War II, output 
per man-hour virtually doubled, 
coupled with approximately the 
same increase in “real wages.” 
During the war, non-war indus- 
tries, due to lack of equipment 
and hampered by the transfer of 
skilled personnel to war indus- 
tries, failed to keep the 3% in- 
crease a year pace, and was no 
more productive in 1945 than it 
had been in ’41. War industries 
increased man-hour output sub- 
stantially, but V-J Day was a 
signal for a slow-down, 

The publisher contends that or- 
ganized labor must eliminate 
featherbedding and _ production- 
restricting practices, and must 
withdraw its objections to incen- 


tive systems of pay, provided the 
systems are honestly and fairly 
administered. Management, and 
the community at large, the edi- 
torial says, must remove “the 
specter of working one’s self out 
of a job which has been one of 
the greatest causes of restriction 
of output.” 


Brown Renews Show, 
Others Add Stations 


Brown Shoe Company, St. Louis, 
through Leo Burnett Company, 
Chicago, has renewed the Smilin’ 
Ed McConnell and his Buster 
Brown Gang program over NBC, 
Saturdays, 11:30 a.m., CDT, for 
52 weeks, starting Aug. 31. On 
Oct. 5 it will be heard at 10:30 
a.m., CST. 

W. A. Sheaffer Pen Company, 


Madison, Ia., has added six sta- 
tions to the 142-station NBC line- 
up for the “Sheaffer Parade,” ef- 
fective Oct. 6. Russel M. Seeds 
Company, Chicago, is the agency. 
F. W. Fitch Company, Des Moines, 
through L. W. Ramsey, Davenport, 
Ia., has ordered three additional 
stations on the 146-station lineup 
for the new “Fitch Bandwagon” 
program, effective Sept. 29. 


Wood and Colton 
Form Partnership 


Helen Wood, New York radio 
station representative, has formed 
a partnership with Lionel Colton 
who, until recently, was associ- 
ated with the Theater and in ra- 
dio recording. 

Stations represented by the firm 
include WSTC, Stamford, Conn.; 
WMLT, Dublin, Ga., 


WFKY, | 
Frankfort; WSON, Henderson; | 
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WHOP, Hopkinsville, and WPAD, 
Paducah, Ky.; WSNY, Schenec- 
tady; WIBX, Utica, and WATN, 
Watertown, N. Y. 


Gets Cosmetics Account 


Kenmoor Advertising, Chicago, 
has been appointed by Milky-Way 
Cosmetics, Coldwater, Mich., to 
handle its advertising and sales 
promotion. Newspapers will be 
used wherever retail outlets are 
obtained. 


MAILING SERVICE 


¢ Inserting * Sorting 

° aoe * Metering Tel: WEB 

* Sealing * Tying 

Fast—Certain-—Safe—Low Cost 4998 
Complete job or any part 


CAPITOL MAILERS 
552 W. Harrison St., Chicago 7 


Soaring Ahead Together 


It’s only natural! The airline that sells the most 
tickets to flying Baltimoreans — and the news- 
paper that goes to more homes than any other 
paper in town — zoom ahead together in close 
formation. It goes without saying — you'll find 
the airline that leads in Baltimore passengers 
building more traffic with regular advertising 


in the News-Post — tops in circulation in the 
6th city for more than 19 years. For champion- 
ship resuits for your advertising, too, you just 


can’t beat the 


Baltimore News-Post 


REPRESENTED 


\& 
In America’s 6° City 


NATIONALLY BY HEARST ADVERTISING SERVICE 
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Steelman reveals what he thinks all of us — 
consumers, laborers, farmers, businessmen and 


JOHN R. STEELMAN, U. S. Director of 


Reconversion, says teamwork will do it 


Out of all the national confusion concerning 
price control and decontrol comes this authori- 
tative statement of a Government point of 


bankers — can and must do to keep living costs 
from boiling over. For your own and your 
family’s sake, don’t miss How High Will Prices 
Go? — an article of compelling interest — in the 
October issue of The American Magazine, on 


view. In How High Will Prices Go? John R. _ sale today. 


COMMON SENSE 


The U.S. Director of Reconversion believes that the applica- 
tion of some good old-fashioned common sense will go a long 


; at 
vas OEE 


way toward keeping the lid on rising prices, 

So he did what so many other important people have done 
when they’ve had something important to say. 

He turned to The American Magazine to reach the audience 
he needed—an audience alert enough to understand the gravity 
of the problem. . 
it . . . and large enough to make itself felt. 


. responsive enough to do something about 


The American goes into 2,500,000 homes to become the | rr 7 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 


preferred magazine of men and women who are alive to what’s | 
going on and active in their reactions .. . an audience | 


to order for your advertising message. 
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PUTS CROSBY ON ABC—James H. Carmine, vice-president of Philco Corp., 
affixes signature to the contract that puts Bing Crosby's new transcribed show 
for Philco on the ABC network. Looking on, left to right, are Pierson Mapes, 
vice-president of Hutchins Advertising Co., agency handling the account; Mark 
Woods, president of ABC, and Edward J. Noble, chairman of ABC's board. 


BACK IN A NEW YELLOW PACKAGE—This car card, to appear throughout 

the U. S. beginning tomorrow, is Wm. Wrigley Jr. Company's first to feature 

Juicy Fruit, coming back to the market after its wartime absence. The same 

design, slanted to appeal to young people, will also be featured on all Wrigley 

outdoor poster locations. Arthur Meyerhoff & Co. and Charles W. Wrigley Co. 
handle the account. (Story on Page 39.) 


‘AVENUE OF SHOPS'—A cocktail party for fashion editors and buyers opened 

the new Empire State building showrooms, called “Avenue of Shops," of Elgin 

American, with a display of the company's 1946 line of compacts, cigaret cases 

and dresser sets. This picture shows by entrance and reception room on the 
42nd floor. 


a 


PROBLEM SOLVED—wMilprint, Inc., Milwaukee, solved a difficult packaging 
problem for the Shefford Cheese division of Standard Brands with these pack- 
ages, on which is used a Milprint-developed nonblocking varnish. The method 
prevents the packages, which are packed and wrapped while hot, from sticking 
together and thereby causing damage to the label at the retailer's. 
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WARNING—For safer motoring, Gulf 
Oil Corp., Pittsburgh, has published 
this seven-column insertion in 148 cities 
in its distributing area east of the Mis- 
sissippi and throughout the South. The 
theme also is being promoted in com- 
mercials on "We, the People," Sunday 
nights on CBS. Young & Rubicam, 
New York, is the agency. 
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BELDING CORTICELLD 
THREADS + FARRICS + HOBIERY + INGERE 
‘ BELDING HEMINWAY COO 
119 WEST 4008 ST, NEW YORK 18, N. ¥ 


BELDING CORTICELL 


THREADS = FARRICE «© HOSIERY © LINDERTE 
BELOING HEMINWAY CO, 
119 WEST 40th $7,, NEW YORK 18, WN. ¥. 
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MODERNIZED — The Belding kitten, 

with its paws tangled in a web of Beld- 

ing Corticelli thread, has been retired 

at 58. The new trademark for Belding 

Heminway Co. is white against a black 

background, and is pictured in a live- 
lier pose than the old one. 


Rhiae Plax Corcass mor 
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ARMSTRONG“: TIRES 


TOUGHER—Typical of Armstrong Rub- 
ber's duotone campaign appearing in 
Collier's and The Saturday Evening 
Post is this copy pointing up the tough- 
ness, due to warborn experience, of 
the postwar Rhino-Flex Armstrong tire. 
Maxon, Inc., New York, is the agency. 


The gay spint of the sportsman’s dinner can find no finer 
setting than Imperial Cape Cod Crystal, For this sparkling 
all-over pattern captures the tradition of our Colonial ancestry, 
admirably reflects their storied history of good living, Plan 
now to have this Imperial Cape Cod Aospitality Crystal in your 
own home, it’s open stock, with nation-wide availability at 
better stores, Hand-crafted by The Imperial Glass Corporation, 
Bellaire; Ohio. 


|= 


‘HOSPITALITY CRYSTAL'—This four-color page in the November Bride's Maga- 

zine and House & Garden is part of Imperial Glass Co's. campaign to build 

sales of its Cape Cod and Candlewick table crystal. It features a setting for 
the sportsman's dinner. (Story on Page 35.) 
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DISPLAYS AND DEMONSTRATES—Full-color food panels in the center section 
of this new display for Admiral Corp.'s Dual-Temp open to show the empty 
refrigerator for demonstration purposes. Permanent sections of the display 


call attention to the appliance's publicized features: No defrosting, no covered 
dishes, and built-in freezing locker that quick freezes or stores up to 80 pounds 
of frozen foods. 


CANTOR AND HIS BOSSES—Eddie Cantor, who begins a new series on NBC 

Sept. 26 for Pabst, does a scene in Chicago's Pump Room for Nathan Perlstein, 

left, advertising manager, and Edwin L. Morris, vice-president of Pabst Sales 
Co., and |. E. Showerman, general manager of NBC's central division, 
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Holland Bulbs 


Sprout in Color 
Magazine Drive 


(Continued from Page 1) 


Flower Grower, Good Housekeep- | 


j}a return to 


jland Bulb Industry. With the end, 
|of the war, the Netherlands bulb 
|industry began to make plans for 
its export markets, | 
{and formed Associated Bulb Grow- | 
|ers of Holland to market its bulbs 


abroad. 


Foote, Cone & Belding, New 


ing, House Beautiful, House &| York, has the account. 


Garden, Sunset and The Saturday 
Evening Post. Canadian magazines 
on the list are National Home 
Monthly and Toronto Star Weekly. 

Before the Wehrmacht overran 
the low countries in the spring 
of 1940, Netherlands tulip bulbs 
had been extensively promoted in 
the U. S., with promotion handled 
by an association called the Hol- 
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MISSOURIS MARKET 
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ST. JOSEPH NEWS-PRESS 
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New ‘Flying Age’ to Bow 

Flying Age Traveler, formerly 
Flying Age, will make its appear- 
ance in October under the imprint 
of the Hayden Publishing Com- 
pany, New York, which purchased 
the publication from Ace Periodi- 
cals Company. The publication has 
been redesigned physically and re- 
styled editorially to cover a wider 
field of aviation interests. 


CBS Boosts Salaries 

More than 900 Columbia Broad- 
casting System employes in New 
York received salary increases of 
at least 10% effective Sept. 1. The 
boost applied to all CBS workers 
receiving $100 a week or less and 
not currently covered by union or 


| 


Advertisers Need 
Fear No Kickback 
from Ruptured Duck 


(Continued from Page 1) 


no one may claim exclusive right 
to its use; (2) that copyright No. 
58063 Class K (Mickelson’s copy- 
right) covers only a decal print 
design which a Washington printer 
developed, copyrighted, and sub- 
sequently assigned to Mickelson; 
(3) that advertisers might use the 
emblem in advertising provided 
they did not reproduce the specific 
design copyrighted by Mickelson. 

Mr. Hoke says: “But he (Mick- 
elson) cannot tell a serviceman or 
an advertiser how or when he can 
reproduce the official emblem or 
any other specific adaptation of 
it or any photograph of the actual 
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artist . . . add or subtract more 
rings or feathers to the wings of 
the eagle and you can tell Mickel- 
son to jump off his Brooklyn 
Bridge.” 


Post Office Gets Case 


Mr. Hoke told AA he has turned 
the case over to postal authorities 
for further action. He also re- 
ported that he had written Mickel- 
son asking for the printer’s royalty 
rates, and had been told that 
Mickelson wanted 2% of the 
amount spent for space advertis- 
ing in which the emblem was re- 
produced, and 2% of the cost of 
any printing using the emblem. 

In the meantime, Mr. Hoke has 
asked the Four A’s, the Associa- 
tion of National Advertisers and 
the Advertising Council to notify 
their members to report to him 
or to postal authorities any con- 
tracts or payments they may have 
made with Mickelson for the right 
to use the emblem in copy. 

In at least one case, Mr. Hoke 


pared to pay the 2% royalties 
since it believed it had infringed 
Mickelson’s copyright in previous 
advertising. One barrier to the 
recovery of the royalties is the 
unwillingness among advertisers 
and agencies to admit they were 
sucked in by Mickelson’s claims. 

“Any advertiser,” Mr. Hoke 
says, “who has paid a royalty for 
using the veterans’ emblem should 
take steps to recover the fee.” 


‘Food Topics’ to 
Start Jan. 13 with 
‘Hot News’ Format 


NEw YorK—Topics Publishing 
Company will invade the retail 
grocery field with a new business 
paper, Food Topics, to be an- 
nounced this week, based on a 
foundation of extensive pre-pub- 
lication research and emphasizing 
the business value of “hot news.” 
The publisher of Food Field Re- 


other agreements. 


button. You... 


can have your 


said, an advertiser had been pre-| porter, Drug Topics, Drug Trade 


News and Drug Topics Red Book 


Labor-management argument...Minnesota style 


During one of the country’s worst 
strike crises, a Minnesota labor or- 
ganization bought newspaper space 
to announce cheerfully to a troubled 
nation that, in Minnesota, workers 
would rather fish with the boss than 
fight with him. It’s better for both 
labor and. management to reach a 
sportsmanlike agreement by them- 
selves, said the ad, because, “‘you 
can’t go fishin’ with a government 
bureau.”’ 

Influenced by a way of life unusual 
in America, Minnesotans have a 
commonsense approach to such prob- 
lems that reflects the self-reliant, 
satisfying outdoor life they live. For 
this is the state of good neighbors 

. . of hunters and fishermen . . . of 
golden prairies, blue lakes, green 
forests . . . the state of beautiful cities 
and small towns where industry and 
culture thrive with the unspoiled 
wilderness only a few hours away. 


This Minnesota way of life—-how 
does it concern you? In this logical 
way. It has attracted and held a 
people of exceptional intelligence 
and literacy . . . a people of skill and 
stability. If you are a producer of 
articles of high value and small bulk 
like the automatic control equipment 
of Minneapolis-Honeywell Regulator 
Company, or the abrasives and 
‘‘Scotch” Brand tapes of Minnesota 
Mining and Manufacturing Com- 
pany, St. Paul, perhaps you, too, will 
find that these Minnesotans are 
good workers to know. An interna- 
tionally known engineering firm 
says, ““The great asset of Minnesota 
isthe unique skill and intelligence 
of its people.” 

A million of these able, industri- 
ous Minnesotans live in and around 
Minneapolis and St. Paul. A hun- 
dred thousand more live in America’s 
second-busiest port, Duluth, on Lake 


Superior. Others live in the many 
attractive small cities of Minnesota. 
If human skill and dependability are 
important in your business, look for 
them here. 

Write us for more information, if 
you like. Or better still, why not get 
personally acquainted with Minne- 
sotans and the Minnesota way of 
life? Fishing is mighty good this 
month. Hunting will start before 
long. Fall in Minnesota is something 
you'll never forget. 


Fe) 400,000 Daily 
1 465,000 Sunday 
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Paul Bunyan Market 


Minneapolis Star.. » « Minneapolis Tribune 


EVENING 


JOHN COWLES «© President 


MORNING & SUNDAY 


spent two and one-half years re- 
searching the $15,340,000,000 retail 
grocery business and has evolved 
a format paralleling that of Drug 
Topics for the new publication. 
It will have a 92,500 controlled 
circulation and a 13-time black- 
and-white page rate of $864.85. 

Pre-publication research began 
with personal interviews with re- 
tail grocers to determine the need 
for a retail food trade newspaper. 
This was followed by a mail sur- 
vey of grocers in a city with a 
“bright, well-edited local retail 
grocers” newspaper to find the ex- 
tent of readership of the news- 
paper compared with readership 
of national food trade magazines. 

Business paper advertisements 
this month will stress Food Topics’ 
findings that there was “a start- 
ling readership advantage in favor 
of the local newspaper.” The ad 
points out that “good business men 
are invariably news gluttons.” 

A trial issue of Food Topics was 
delivered to 3,500 retail grocers 
on Aug. 12, then readers were 
questioned as to over-all reactions 
and reactions to individual fea- 
tures, on the basis of which a 
readership preference report was 
prepared for guidance of the edi- 
tors. This was followed by a 
Daniel Starch study of a cross- 
section of the sample audience to 
check the popularity of the major 
stories and to cross-check the 
questionnaire findings. 


Ellington Gets York 
Account from Mathes 


Ellington & Co., New York, has 
been appointed agency for York 
Corporation, York, Pa., handling 
advertising for the company’s re- 
frigeration and air conditioning 
equipment. The account was for- 
merly handled by J. M. Mathes, 
Inc., and George Marshall, for- 
merly account executive on York 
at Mathes, will be account super- 
visor on the account at Ellington. 

York last year spent about $200,- 
000 in business and consumer pub- 
lications. Details of a new cam- 
paign are now being worked out. 


Mueller Leaves Todd's 


Cincinnati specialty shop, to enter 
business in Coral Gables, Fla. 


peenaininiatndne 


Elsie Mueller has resigned as | 
advertising manager of Todd’s, | 
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= cnools welcome Last Minute News Flashes rin Ing o1ume of $462,219,000 in 1945, while 2,648 
the “ “ Lady Esther Promotes ‘Beauty Dividend’ ’ firms doing under $50,000 each 
the Business Material Cuicaco—Lady Esther Ltd., through the Biow Agency, is placing lJ 65% Over 39: totalled only $52,427,000. 
ers y |1,000-line and 600-line copy in newspapers in 80 major cities, using f The larger printers used 437,019 
ere : all dailies within _— cities, to promote Lady Esther’s 30th anniver- F porbcc pong ign ro — _— 
. sary “Beauty Dividend” offer of a $1.93 value in face cream and e Pi 
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for : 0 Ww ir usage in : 
uld (Continued from Page 1) Newspapers Get New White Owl Copy WasuIncron—Preliminary tabu-|S™@ller firms used 34,156 tons, 
P aed New YorK—General Cigar Company will break soon newspaper : . 7% below 1941. 
business men what criteria should = : ae lations of the special survey of 
be applied to material before fur- advertising on White Owl cigars in more than 60 dailies across the | the printing and publishing indus- Mr. Capt warns that the study 
ishing it to schools. The mate-| Country. Copy in 1,000 lines will feature photographs of cigar smok- | try under way at the Census Bu-| Wl! not be successful unless many 
rial pl the report says, falls | €TS by Karsch and the themes “Finest Yet” and “Better Than Ever.” nae show gross dollar volume for of the 15,000 “holdouts,” including 
eh two classes: (1) Scientific| J- Walter Thompson Company is the agency. commercial printers in 1945 run-|S¢Veral very large firms, agree to 
facts and principles of general) Horwitz & Duberman Plans First Network Show ning around 65% above 1939. pa oe 9 over S0008 eves 
t educational interest which are in- New York—Horwitz & Duberman, maker of Judy ’n’ Jill junior The current tabulation, though oni calahore mane: pS eg 
a herent in the products or services| miss dresses, will use network radio for the first time in sponsoring | based on a relatively small group operated, Mr. Capt says - will 
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1e€SS entific facts accumulated in con-/|to.coast Saturdays from 12 to 12:30 p.m., EST, beginning Oct. 12.| the talk which Census chief J. C. complete coverage is obtained 
an- nection with the operations — Agency is Sterling Advertising Agency. por Roatan — the + . 
7 business (geology from a petro-| | A ing Industry o merica a - 
ee leum standpoint, aerology from an| ‘Holiday’ to Guarantee 400,000; Rates Boosted - lantic City, Monday. JAMES FISHER 
ying airline angle). PHILADELPHIA—Curtis Publishing Company has announced a circu-| The 4,367 firms used in the pre- ee ARTHUR, ONT. — James 
vs.” As for advertising, the report} lation guarantee of 400,000 average for the first six months of 1947,|liminary tabulation accounted for | *!Ser, president and general man- 
is. says “The quantity of objectional | and new rates of $1,600 a black and white page, $2.85 per line, effec- | 36% of total printing in 1939. They — of James Fisher Company, 
‘ade advertising appearing in such ma-/ tive with the March, 1947, issue. Initial page rate was $1,300, predi-|used about 35% of all printing pr ae and Montreal agency, 
00k terials is decreasing, while at = cated on an expected circulation of 300,000. paper consumed, ‘ - ca. Aug. 30 while on a fish- 
i i e . “eon - 
be og Ryo Pond peg ome Epa Pettingell Buys Ex-Wife’s Agency Stoclz Lithography Shows Gains Once business manager of the 
“tail State and local school administra-| |New York—Atherton Pettingell has purchased the stock of his for-| printing remains a predomi- | Herald, Stratford, Ont., Mr, Fisher 
ved tive officers . . . are agreed that | mer wife, Fleur Fenton, in Dorland International-Pettingell & Fenton, | nately letterpress business, the | {St served in the advertising field 
reg the public schools cannot be used| Inc., and Miss Fenton (who has been reported in Hollywood gossip study shows, for $360,607 000 of | 28.8m account executive of McKim 
oe to promote the financial, political | columns as being engaged to marry Gardner Cowles) has resigned | the $514 646.000 received by the | Advertising Agency in Toronto, In 
“7 or ‘Seligions interests of any in-| aS executive vice-president and director. All accounts, with the ex- 4,367 firms was for that type of |/910 he opened the Toronto office 
pe dividual or group. . If adver-| ception of the Cohama Fabrics division of Cohn-Hall-Marx Company, | work. Nevertheless, lithography of the agency now known as Mc- 
on tising is bold and conspicuous,| which went to Foote, Cone & Belding, will remain with the agency, | chalked up an 85% gain over 1939, |COmmell, Eastman & Co. He or- 
— even the best material is re-| Mr. Pettingell stated, including the Ameritex and Cohama tie di-|in contrast to a 58% increase for | $2%ized his own agency in Toronto 
dese thew A visions of that company. letterpress os in collaboration with the 
aoe roa : ’ ; ate William H. Bowman. In 1924 
per 8 oh ete pe’ gy PP Rolls Razor Switches Account to Dorland Page cag ee oeeané data! montreal offices were added 
sur- ju “im : He ecmntetoate NEw YorK—Rolls Razor, Inc., has switched its account from Ander- d hi : pe int P d through acquisition of Smith, 
th a Whet or the at. tively to pro- | 8° Davis & Platte to Dorland International-Pettingell & Fenton. pre Pe geo a ty pai and Denne & Moore. 
etail — positively col ‘ai we vind the pa Magazine and newspaper advertising, starting in New York, will be at ": i 4 "eh AoA oe — 
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‘ship l pnsetch a rae dowd the report says has been named sales manager under Robert G. Brown, president Eventually it will publish break- | lingham, 32, former merchandising 
coms “The name of the donating firm | 294 general manager. downs by state, industrial area|™manager of the promotion depart- 
pics’ should appear, but not with such Swertfager Gets Beverage Industries’ Account and cities of more than 100,000 ear ac a ae — > 
tart- emphasis . . . as to subordinate New YorK—Walter Swertfager Company, which formerly handled |Sowing idle machinery, business di " A - +s - “ee sife, 
‘avor the educational content, and it S| the Conference of Alcoholic Beverage Industries account, has been|>y type of process, paper con- ‘. i a an yay Hospital. 
e ad also permissible for the donor to appointed agency for Licensed Beverage Industries, Inc., over-all | Sumption by type of consumer and nail wi agvom # 0 Inc., Mr. 
men list unobtrusively his important liquor industry public relations organization including the merged similar data. With a complete | Mung py be al . advertising 
” products or services. But there | GABI and Allied Liquor Industries. sample it aims for such fine break- | 28ency 0 illingham, Livermore 
- was should be no boastful claims for . ‘ : . downs as the volume of labels|® Durham, Inc. He served as a 
neers them, no efforts to persuade, no| Starts Biggest Citrus Juice Campaign printed in “captive” plants in New | Marine Corps captain during the 
were urges to buy or to try.” BALTIMORE—Crosse & Blackwell Company is launching “the largest | York City. war. 
‘tions The study breaks down the| brand name citrus juice advertising campaign,” through Van Sant, 1 i Ree 
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was hibits, models and pictures are|campaign appears simultaneously with a new radio and magazine covering publishers of books,| Marshall, 70, former vice-presi- 
- edi- desirable for each. Copies of the | campaign of Florida Citrus Commission, through Benton & Bowles. magazines and newspapers should dent of Buckley-Dement Adver- 
by a report, plus a memorandum i be ready within a few days ac- —- fee Chicago mail 
‘ross- | how to put it to work, are avail- . * cording to Albert Thomas, indus-|9rder advertising company, died 
-* ' able from the Educational Depart- ANA Membership Schenley Shifts try division unit chief in charge |here Sept. 1. Mr. Marshall served 
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ane As predicted by AA (Sept. 2),| New York; Crucible Steel Com-/ national sales promotion and mer- | %#Ming at least 40%. He ment pe om alone: aes ae 
s for the Chicago Typographical Union| nany of America, New York; John chandising director, in charge of California experienced the Sncioad ins tee ‘eel taet cf Uae anaes. 
~~ Local 16 on Sept. 4 filed notice | w. “Henson & Sons, Greenville, creation production and applica-|S®arpest gain, while New York, | ican Newspaper Guild’s $100-a- 
Pan with commercial printers, mem~- | 7... Horlick’s Malted Milk Cor-| 4; ‘ , --, |Pennsylvania and Illinois did 
York bers of the Franklin Association, | *©%+>, OPCKS = tion of sales promotion material. ‘vary weil." Chicngo and New week wage program. a 
=" that it will terminate its contract |Poration, Racine, Wis.; Lehn &| James §. Hauck, formerly with y . Cit eatin: tie teak ane The guild seeks a $100 minimum 
ngton Oct. 4 unless a settlement of wage,|Fink Products Corporation, New| w. Ayer & Son, will be adver-| *°T* (lly ; lop p weekly wage for experienced re- 
$200,- vacation and “fringe” demands are | York; P. Lorillard Company, New | tising manager of specialty brands. |!" centers, while lithography | porters, who now have a $70 “top 
r pub- settled by them. This is in effect| York; Noblitt-Sparks Industries, al M. Chase, formerly with |™@de_its chief gains in Chicago, | minimum”; $115 a week for space 
cam- y. : : . : . |New Jersey and Michigan. salesmen, in place of $75; $60 a 
strike notice. __|Inc., Columbus, Ind.; Noxzema | Ralston Purina Company, will di- ya week in place of $36.30 for jani- 
out. The union seeks an increase in| Chemical Company, Baltimore, | pect advertising services, serving Gross receipts for the 4,367 re- jan po let’ Seca ‘The 
the hourly wage from $1,81 t0| nq; Remington Rand, Inc., New| all brands on budget control, pack- | Porting firms in 1945 were $514,- ’ oe aieeet ame 
y $3.02, four weeks’ paid vacation|\,"). , g *P 646,000, compared with $312,391,- |"¢Wspaper has offered 10% or $ 
Ss |; , ay. etc York; Royal Lace Paper Works,| aging development, outdoor and aie, wage increases, whichever is 
ed as | instead of two, oy channel the |Inc., Brooklyn; Standard  Oil| radio advertising media, and re-|990 in 1939. Letterpress was UP|higher. It ran ads in three other 
fodd’s, Mire Poe dar a ro 11-cent | Company of California, San Fran-| search. Stanley T. Frame, for-|°8% from $228,118,000 to $360,-| Los Angeles newspapers Wednes- 
) enter who “nag oe aise. Negotiations | cisco; Textron, Incorporated, New| merly with Continental Can Com- | 97,000, and lithography up 85% | day to state its willingness to arbi- 
la. ay wee fan: York and York Corporation, York 1) as from $72,079,000 to $133,987,000.|trate and saying the guild’s de- 
are continuing. ork an ork Corporation, »| pany, will direct market research, - d is t 404, tacresse 
— Pa. /and Jean Montenecourt will be ad- | recinea get cog _“ SRE soe 8 OD f ; 
= , cmaeeeenpemneeme ministrative assistant to Mr. Mac- | SP€¢ wl ~~’ 
146 Sign Hemingway Ward Starts Program preeeer An advertising director | they erry only $18,934,- CBS Names VPs ‘id 
| Los Angeles Soap Company and| wontgomery Ward & Co. begins | for domestic whisky brands is stil] | 900 an $4,098,000 respectively. an Gee m visw-couanede teat 
| J. A. Folger Company have signed | cnonsorship today of “Art Baker’s| to be named. * Business Is Concentrated H. Gammons, Washington director 
| to sponsor Frank Hemingway, Don | Notebook,” 15-minute five-times- —— : oe ; 
' Pp : , In 1939 these 4.367 firms did| and Howard S. Meighan, director 
Lee news reporter, in a_ daily | weekly transcribed program to be Edsall Le RCA 1 , : of CBS station administration 
series starting Sept. 9, 5-5:15 p.m., | aired on 100 independent and net- sa aves | 36.16% of the total business, in-| 7, 4. will continue their resent 
|| PST. Los Angeles Soap Company, | work-affiliated stations. It will| H. L. Edsall, advertising man-| cluding 34% of letterpress busi- y oot ol Pp 
for White King, Scotch cleanser | feature human interest stories by| ager of RCA Victor’s tube andjness, 45% of lithography, 42% of . 
and Sierra Pine toilet soap, will| art Baker and will have local equipment department, has re-| gravure and 15% of engraving. 
have the Monday, Wednesday, and | store tie-ins. Ward, which here-| signed to devote all his time to in- The preliminary data indicates Nelson Promoted 
Friday spot, and J. A. Folger|tofore has used only spots on| dependent writing. Onetime edi- | that large establishments have re- Hale Nelson, general informa- 
Company, for Folger coffee, will| radio, will continue its spot an-|tor of Research, Illustrated, he has | \ d t d trol tion manager of the Illinois Bell 
use the Tuesday, Thursday, and|nouncements on many stations. | written many short stories and a|‘@ined concentrated control over) ~ejephone Company, Chicago, 
Saturday spot. Raymond R. Mor-|The new program will be pro-| new book, “Borrow and Prosper,” | large dollar value of the business. | since 1938, has been elected vice- 
gan, Hollywood, handles both ac-|moted through window displays,| concerning personal money man-/j|In 1939, 6,300 of 25,000 firms did| president in charge of public re- 
counts. vo bill stuffers, etc. agement. 88% of the business. In the pres-| lations. 
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ADVENTURE | 


Means 


Business 


Woacrure the challenge is new frontiers in homesteading or in com- 


merce, America loves adventure and cannot thrive without it. The same spirit that 


opened the West still creates new markets, develops new products, attracts new 
customers... for when adventure is involved interest runs high. Americans like 
to live it, talk about it, read about it. They follow its trail right into the pages 
of Puck-The Comic Weekly. 

For years “The Lone Ranger’s” brand of stirring adventure has captured 
20,000,000 of the finest customers in the country, interested and entertained them; 
thrilled and diverted them. Hard-riding, fast-shooting, ““The Lone Ranger” gallops into 
more than 7,000,000 homes from coast to coast every week through Puck-The Comic 
Weekly’s star-studded pages. His “Hi-Yo! Silver!” means plenty of adventure ahead, 
and whether yours is a new product or a family standby, “The Lone Ranger” with 
his enthusiastic following will provide double-barrelled action for your advertising. 


The Only National Comic Weekly 


Distributed through 15 great Sunday newspapers, Puck-The,Comic Weekly 
is the only national publication of its kind. It is entertainment for the whole family. 
For laughs, there’s “Jiggs and Maggie,” “The Little King,” ““The Katzenjammer Kids,” 
“Donald Duck”; for romance, there’s “Prince Valiant” and “Blondie”; for breath- 
taking adventure, “Flash Gordon” and “The Phantom.” These and other great stars 
of The Comic Weekly provide the laughs, loves, thrills and tears America calls for. 
No star of stage, screen or radio is consistently acclaimed by so vast an audience. 

If a manufacturer has a good product to sell, here’s how more sales can be 
made ...to “the millions”. ..in the more than 7,000,000 homes from coast to coast 
where Puck-The Comic Weekly is read. It is the same successful selling formula which 
for more than 15 years has been used by leading companies. When advertisements 
are placed next to the life and color of these famous comic features, they get the 
same kind of close, attentive readership. 

The Comic Weekly stars are available to go to work as a sales force for the 
companies who associate their advertising with the tremendous entertainment power 


of Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. ¢ HEARST BLDG., CHICAGO 6, ILL. 


Copr 1946, King Features, Ince. World rights reserved 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 

Puck delivers 572 adult readers for 
each dollar invested. Its tremendous 
“youth readership” is plus value. 


These 572 readers compare with 


251 adult readers delivered for each 
dollar invested in half page or larger 
space by 3 leading national weeklies. 
These figures are based on studies by 
the Dr. Daniel Starch organization. 


**Preferred’’ Position 
for Every Ad 


The number of ads in each issue is 
limited ... only one to a page. Thus 
every ad is spotlighted and gets un- 
divided attention from Puck’s more 
than 7,000,000 families. 


GO% Key Market Coverage 


Puek alone, through its tremendous 
circulation, provides up to 90% 
coverage in 606 cities of more than 
10,000 population. In these cities 
more than 60% of all Key City retail 
business is done. 
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